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Chapter 1
Introduction
Eating disorders are a major health concern. They are the third most
common illness among females in the United States (Lucas, Beard, O'Fallon, &
Kurland, 1991 ), and they have been found to affect females regardless of
ethnicity (Root, 1990). Body dissatisfaction is related to eating disorders (Stice
& Shaw, 1994). Dissatisfaction with one's body can lead to weight concern and

repeated dieting, which has been shown to increase the risk for developing
eating disorders (Pol ivy & Herman, 1985). One population at risk for eating
disorders is college women (Halmi, Falk, & Schwartz, 1981 ).
Although several factors contribute to eating disorders, the influence of
the media is strong. The relationship between the media and eating disorders
has been examined by looking at individual differences that influence how one
responds to the media. Individual differences such as self-esteem, messages
received from parents, and acceptance of sociocultural values (Martin &
Kennedy, 1993; Stice, 1994; Stice & Shaw, 1994) have been researched.
Additionally, variables of the media itself have been examined, including
content, frequency of exposure, and medium (Irving, 1990; Murray, Touyz, &
Beumont, 1996; Myers & Biocca, 1992). When examining the association
between the media and eating disorders, researchers are most concerned with
appearance-related ads that depict a thin-ideal standard of beauty. The way
women feel about their bodies and themselves is influenced by the thin-ideal
standard of beauty depicted in the media. Women in college have been found to
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compare themselves with the thin-ideal images in the media, and they report
wanting to look like these images (Richins, 1991 ). Women react to the images
in the media by feeling less attractive, having lower self-esteem, and becoming
dissatisfied with their weight (Crouch & Degelman, 1998; Irving, 1990; Posavac,
Posavac, & Posavac, 1998). When college women do not feel attractive, do not
like themselves, and are concerned about their weight, they make attempts to
change their body through dieting. Not feeling attractive, not liking oneself, and
dieting can lead to an eating disorder.
In the past 10 years, there has been an increase in the use of large-size
models in the media. Magazines like Glamour and department store
advertisements from places like Mervyn's and Target routinely use models that
are overweight and represent a more realistic image of the average woman
today. Research examining the use of large-size models has found that some
women who view an image of a large-size model report greater selfattractiveness, report higher self-esteem, and are less concerned with their
weight than women who view an image of a thin-ideal model (Crouch &
Degelman, 1998; Morse & Gergen, 1970; Posavac et al., 1998). Another
important aspect in examining the use of large-size models in the media is the
context in which they appear. Research has shown that whether a target person
is viewed next to an attractive or unattractive person can make a difference in
how attractive the target person is rated(Melamed & Moss, 1975). The context
in which media images appear also may affect women's evaluations of
themselves.
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A limitation to studying the relationship between the media and women's
weight concern is the emphasis on characteristics of the media. There are also
individual differences that influence patterns and ways of responding to the
media that need to be examined (Beret & Irving, 1998). To fully examine the
influence the media has on women, individual variation in media preference,
motives for media use, and ways of responding to the media should be
considered (Beret & Irving, 1998). Examining these variables, however, were
not the goals of the present study. One variable the present study examined is
women's level of acceptance of sociocultural values toward appearance.
Women who accept sociocultural values toward appearance are more invested
in the thin-ideal body images portrayed by the media (Stice, 1994; Stice & Shaw,
1994) and have been found to be affected more negatively after viewing media
images of the thin ideal than women who do not accept sociocultural values
toward appearance (Heinberg & Thompson, 1995; Stice & Shaw, 1994).
No studies have been found that have examined how women who have a
high acceptance of sociocultural values toward appearance are affected when
viewing a large-size model in the context of a thin model. In addition, no studies
have been found that have examined how college women's weight concern is
affected by viewing a large-size model in the context of a thin model. Seeing
both thin and large-size models simultaneously is closer to what occurs in the
real world. In an advertisement for Target, one page may be devoted to largesize models, but the pages before and after are filled with models that represent
the thin ideal. Using large-size models in the context of thin models may
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eliminate the positive effects seen in women after they have viewed large-size
models alone. If this is true, then it is important that active measures be taken to
eliminate all images of the thin ideal in the media to replace them with large-size
models or regular-size models. Using only large-size models in the media could
have a positive effect on women's weight concern and eventually could lead to a
decrease in dieting and thus a decrease in eating disorders. It would change
also the messages about beauty that are currently being given (i.e., thin is
beautiful and good). Eventually, women's investment in obtaining the thin ideal
should decrease and an acceptance of a more normal-size body image would
occur. Understanding the effects on women's weight concern of viewing largesize models and thin-ideal models in the same context is important for the
prevention of weight concern and, ultimately, of eating disorders. It is also
important to understand the role that acceptance of sociocultural values toward
appearance plays. Prevention programs can then be developed that are
directed at women who are invested in these images.
Therefore, the first objective of this study was to examine whether the
context within which a large-size model is viewed will affect college women's
amount of weight concern. The second objective was to examine whether
acceptance of society's standard of beauty interacts with viewing both large-size
and thin-ideal models to produce high weight concern in college women. The
present study tested the hypothesis that women will have more weight concern
after viewing images of thin-ideal and large-size models simultaneously than
women who view large-size models only and neutral media images. The study
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also tested the hypothesis that women with a high level of sociocultural
acceptance of values toward appearance will have more weight concern after
viewing images of thin-ideal and large-size models simultaneously than the
women in the other two image conditions.
Background and Need for the Study
Anorexia and Bulimia Nervosa are serious health issues. The beginning
of an eating disorder is related to feeling fat and attempting to lose weight
through dieting (Pol ivy & Herman, 1985). What follows is repeated attempts to
lose weight through vomiting, fasting, laxatives, and excessive exercising
(American Psychiatric Association; 1994). The consequences of an eating
disorder can be devastating and vary from relationship problems to death. They
can include fatigue, depression, constipation, amenorrhea, mental sluggishness,
impaired physical growth, impaired school performance, and increased conflict
within the family (Bull, 1988; MacDonald, Wearing, & Moase, 1983; NeumarkSztainer, Butler, & Palti, 1995; Nylander, 1971 ).
According to the Anorexia Nervosa and Related Eating Disorders, Inc.
(1999), one percent of the population has an eating disorder, and these
disorders are even more prominent in university settings, with approximately four
percent of college-age women having bulimia. Without treatment, up to 20% of
people with eating disorders will die (Anorexia Nervosa and Related Eating
Disorders, Inc., 1999). Of those who do receive treatment, two to three percent
will die. To make progress in prevention and treatment efforts, it is vital that
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researchers and clinicians understand the factors involved in the development of
these disorders.
Research has been successful in identifying multiple factors involved in
the development of eating disorders. Many sociocultural factors surround the
development of an eating disorder (Stice, 1994). The high value society assigns
to having a thin body, the focus of appearance in the female gender role that is
apparent from an early age, and the importance of appearance for women's
societal success characterize society's values regarding appearance (StriegeiMoore, Silberstein, & Rodin, 1986). The thin-body image is what most females
strive to obtain. Part of the role of being female is to look good, and often
females are not able to succeed in society without looking good. Furthermore,
society is achievement-oriented and has an underlying assumption that a body
can be created. The extent to which an ideal body is created is an important
measure of success in society (Becker & Hamburg, 1996). All of these factors
provide the motivation for many women to be concerned about their weight and
to attempt to lose weight through restrictive dieting, which has been shown to
lead to eating disorders (Huon, 1994).
The media, through magazines, television, and movies, play an important
role in promoting the thin-ideal body type. The media reflect society's values
regarding appearance and transmit messages about what is acceptable
regarding appearance. Analysis of the verbal content of television commercials
has revealed that more virtuous statements are made about attractive people
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than unattractive people (Eagly, Ashmore, Makhijani, & Longo, 1991 ). This
analysis reflects society's value that beauty is good. People not beautiful are
not as valuable as people that are beautiful. Another study demonstrates that
people are hearing these messages. Dian, Berscheid, and Walster ( 1972) found
that participants gave attractive people more desirable personality traits and
predicted more successful outcomes in life for them than for unattractive people.
These participants internalized society's value that beauty is equated with
success and other positive qualities. In addition, intervention efforts directed at
contesting the messages about body images that the media transmits has been
successful. Female college students who participated in an intervention that
taught strategies to contest media messages had a statistically significant
change in beliefs and behaviors at the end of the intervention (Rabak-Wagener,
Eikhoff-Shemek, & Kelly-Vance, 1998). The media plays an important role in
transmitting and creating sociocultural values toward appearance.
A recent example of the media's role in transmitting messages about
appearance and changing a sociocultural value occurred in Fiji ("Getting the
Skinny on TV'', 1999). In Fiji, more than 80% of the women are overweight by
American standards. Traditionally, Fijians have valued being large-sized and
have worried more about being too thin than getting too fat. Western television
shows like Melrose Place and Beverly Hills 90210 recently were introduced into
Fiji through satellite. An anthropologist found that 38 months after Western
television shows were introduced in Fiji, the amount of teenage girls who were
vomiting to control their weight increased. In addition, a general rise in
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abnormal attitudes toward eating occurred. A survey revealed that girls who
were watching the most hours of television were half more likely to feel fat and a
third more likely to diet than their peers. This example demonstrates the strong
influence media has over how people feel about their weight. It also makes
apparent the need to evaluate critically the types of body images that the media
portrays.
The results of prior research have shown that women who view thin-ideal
body images portrayed by the media are negatively affected (Irving, 1990;
Posavac et al., 1998; Stice & Shaw, 1994). In contrast, research also has shown
that women who view large-size body images are positively affected (Morse &
Gergen, 1970; Posavac et al., 1998). The positive effects experienced by
women from viewing large-size models in comparison with the negative effects
from viewing thin-ideal models leads to the conclusion that large-size models
should be included more in the media. Not all questions, however, have been
answered. Another important aspect in examining the effects of large-size
models is the context in which they appear. Previous studies have exposed
women to images of thin-ideal models and large-size models separately.
Viewing large-size and thin-ideal models simultaneously is closer to what occurs
in the real world. The present study and additional future research needs to
explore how the context of viewing both thin-ideal and large-size models
simultaneously will affect women.
The findings of the present study can be used to advocate for changes to
be made in the images and messages that the media transmits. A new media
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can be created that portrays more realistic body images and that gives positive
messages about being overweight. Additionally, the findings can be used to
demonstrate the importance of educating everyone about the messages
presented in the media regarding appearance. Prevention programs that involve
an educational component to change what is valued as a society can be
promoted.
Purpose
The purpose of the present study was to examine how college women's
weight concern will be affected after viewing large-size models, thin ideal with
large-size models, and neutral images. A second purpose of the present study
was to investigate whether women who have a high level of acceptance of
sociocultural values toward appearance and who view both large-size and thinideal models have higher weight concern than women who have a low level of
acceptance of these values. The study employed an experimental design with
two independent variables, media-body image seen and amount of acceptance
of sociocultural values toward appearance. The amount of acceptance of
sociocultural values toward appearance was measured by the Sociocultural
Attitudes Towards Appearance Questionnaire (Heinberg, Thompson, & Stormer,
1994). The dependent variable, weight concern, was measured by The Body
Esteem Scale (Franzoi & Shields, 1984).
Theoretical Rationale
William James believed the self was an active participant in gathering
knowledge about oneself (Aronson, Wilson, & Akert, 1997, chap. 5). Within
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social psychology, many theories have been developed in an attempt to explain
how people come to understand themselves (Aronson et al., 1997, chap. 5).
Festinger (1954) developed the central propositions of Social Comparison
Theory. He believed that people have a need to evaluate their abilities and
opinions. When people do not have objective information to compare
themselves with, then they will compare themselves with other people. People
similar to themselves will most often be chosen for comparison. Festinger also
believed that there are instances when people are forced to compare
themselves with people who are different. People will compare themselves with
other people who are different when attraction to the group is strong.
Social Comparison Theory has been used to study a variety of
comparison processes. Morse and Gergen ( 1970) examined comparisons made
among job applicants. They found that a person's self-esteem decreased at a
job interview when the person came into contact with a socially desirable other
(i.e., attractive person in a suit) who also was applying for the job. Richins
( 1991 ) used social comparison theory to study college women's tendency to
compare themselves with media models. Richins found that college women
compare themselves with media images and aspire to be like those images. In
addition, the theory has been used to examine people's comparison of salaries
(Messe & Watts, 1983), comparison to attractive advertising models (Irving
1990; Richins, 1991; Martin & Kennedy, 1993), motives behind comparing
selves to models (Martin & Kennedy, 1994), body-image disturbance (Heinberg

& Thompson, 1992), consumer sensitivity to social comparison information
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(Bearden & Rose, 1990), and effects of self-certainty on social comparison
(Pelham & Wachsmuth, 1995). These studies have led to a better
understanding of the processes involved in social comparison.
Since Festinger's original description of Social Comparison Theory, the
theory has been modified by others. Goethals (1986) argued that people do not
have a need to evaluate themselves with others. Instead, people may simply
assume they are right until social comparison information arouses dissonance by
suggesting they are wrong. Festinger (1954) thought that it was a need that led
people to compare themselves with other people and saw the environment as
being inactive in the comparison process. Wood (1989) argued that the social
environment is not as inactive as the original theory implied and that the
environment can impose unwanted comparisons that are difficult to escape.
Wood also believed that the aspect under evaluation varies depending on how
personally important it is to the person. Wood's belief is similar to Festinger's
belief that people will compare themselves with dissimilar others when attraction
to the group is strong. Attraction to the group and importance to the individual of
the quality being evaluated can make comparisons more likely and can make
effects from comparisons stronger.
The present study measured how important looking like thin-ideal models
in the media was to participants by measuring their level of acceptance of
sociocultural values toward appearance. According to Festinger (1954) and
Wood (1989), participants who have a higher level of acceptance of
sociocultural values toward appearance will be more likely to compare
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themselves with the body images in the media and will be more invested in
looking like the thin-ideal images portrayed by the media. Therefore, it was
expected that participants with a high level of acceptance of these values would
have more weight concern after viewing images of both thin-ideal and large-size
models than participants with a low level of acceptance of these values.
In addition, the present study compared the amount of weight concern of
participants that saw large-size models only with those that saw large-size and
thin-ideal models and with those that saw neutral images. Following Wood's
(1989) premise that the environment forces comparisons upon people, the
present study simulated comparisons that are forced. According to Social
Comparison Theory, the condition of seeing thin and large-size models
simultaneously is priming the comparison with the social category of the thin
ideal. Participants that saw thin and large-size models were expected to see a
discrepancy between themselves and the social category and want to change
their body to be more like the thin ideal. Thus, these participants were expected
to have increased weight concern in comparison with the participants who
viewed neutral images and who were not primed to compare themselves with the
thin ideal.
Festinger (1954) pointed out that when people compare themselves with
different others, they will experience a sense of failure and inadequacy. In the
present study, all participants were expected to be different from the models
seen because models are airbrushed and look better than anyone can in real
life. It was the large discrepancy between the thin-ideal model and participants
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that was expected to create a sense of inadequacy. Therefore, it was expected
that participants who view large-size models only will have decreased weight
concern in comparison with participants who view large-size and thin-ideal
models. Large-size models, although different from participants because models
are airbrushed, reflect an image closer to the average women and should not
increase weight concern among women. The positive effect of viewing largesize models only, however, was not expected when participants viewed largesize models with thin-ideal models. It was expected that participants that viewed
both types of models simultaneously would have more weight concern than
participants that viewed large-size models only.
Research Hypotheses
1. College women who viewed large-size with thin-ideal models were expected
to have more weight concern than those who viewed large-size models and who
viewed neutral images.
2. College women who had a high acceptance of sociocultural values toward
appearance and who viewed large-size with thin-ideal models were expected to
score higher on weight concern than college women who had a low level of
acceptance of sociocultural values toward appearance and also viewed largesize with thin-ideal models.
Definition of Terms
Body dissatisfaction is a dissatisfaction with areas of one's body. It reflects
the belief that specific parts of the body are too large. The body parts that are
thought to be too large are ones that usually change shape at puberty (Garner,
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Olmstead, & Polivy, 1983). Weight concern is a type of body dissatisfaction that
has to do specifically with how a person feels about how much he or she weighs.
Body Mass Index (BMI) is a standardized measurement for height and weight
ratios used to determine healthy weight proportions. The formula to determine
people's BMI is weight in kilograms divided by the square of height in meters
(kg/m 2 ). A person who is underweight has a BMI score of less than 20, a person
who is at an acceptable weight has a BMI score between 20 and 25, a person
who is overweight has a BMI score between 26 and 30, and a person who is
obese has a BMI score of more than 30 (Brownwell, 1995).
Large-size is operationally defined as being normal size or overweight. The
Federal Trade Commission (1999) reported that a woman who is 5 ft, 6 in tall
would be considered normal weight at 120 to150 pounds and overweight at
above 150 pounds. Large-size is contrasted in this study to the thin-body ideal.
Mass Media for this study includes television, movies, magazines, and
advertisements.
Thin-Body Ideal is the current model of the ideal-body type that is projected in
the media and that is valued in Western culture as what is attractive (Irving,
1990). Mazur (1986) stated that today's ideal body is slender, with trim hips,
and is something that women strive to obtain. Magazines typically report using
models that are a size six. Brown ( 1998) stated, however, that a female model
who is reportedly a size six weighs 105 pounds and is 6 ft tall, whereas an
average woman who is a size six weighs 130 pounds and is 5 ft, 4 in tall. The
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model who weighs 1OS pounds and is 6 ft tall would be considered an example
of the thin-body ideal.

Sociocultural Attitudes Toward Appearance are the beliefs and values that
one holds regarding appearance. They are influenced by society and, more
specifically, by the media, family, and peers. For the proposed study, this term
will be defined operationally as scores on the Internalization subscale of the
Sociocultural Attitudes Towards Appearance Questionnaire (Heinberg,
Thompson, & Stormer, 1995).

Weight Concern occurs when people are not happy with their weight and would
like to change their weight. It does not necessarily have to do with how much
people actually weigh but has to do more with people's perception about their
weight. Weight concern may increase when females perceive a discrepancy
between the accepted standard of beauty and their own bodies (Posavac,
Posavac, & Posavac, 1998). For the proposed study, this term will be
operationally defined as the Weight Concern subscale of the Body Esteem Scale
(Franzoi & Shields, 1984).
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Chapter 2

Review of Literature
The intent of the present study was to investigate how women are
affected by media-body images. In the review of the literature, research
examining sociocultural values of body image, media-body images, and effects
of media-body images on women's weight concern are reviewed. In addition,
research on the interaction between sociocultural values, media-body images,
and women's weight concern are discussed.
Sociocultural Attitudes Toward Appearance
Cultural values toward appearance are a guide to what is acceptable and
unacceptable in a culture regarding how one looks. In the United States, the
body types that are valued for women have changed over time from a more
round body to an ultra-thin body (Mazur, 1986). The change is reflected in the
media. Miss American contestants showed a decrease in body weight between
1979 and 1988 (Wiseman, Gray, Mosimann, & Ahrens, 1992). Women typically
react to the changing societal standard of beauty by trying to change how they
look (Mazur, 1986), because appearance is a focus in the female gender role.
Part of the role of being female is to look good. Girls are taught from an early
age to focus on appearance through playing "dress up" and through the use of
products to enhance beauty such as eye shadow, nail polish, and perfume.
Less pressure is put on men to use these products to look better.
For women, having a slender body is equated with having certain traits. A
thin body symbolizes control and hard work, whereas an overweight body
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symbolizes laziness and not having control (Brownwell, 1991 ). The value of
being thin is equated with someone who is successful and accomplished. Men
also have been taught to value and to be attracted to thin women like those
portrayed in the media, and it has been argued that many women try to obtain
the thin image portrayed in the media to attract men (Brooks, 1995). Thin is
equated with being attractive, and overweight is equated with being unattractive.
· The message women receive is that having a thin body is important and
that being thin is related to valued characteristics. One study demonstrating that
people have made a connection between attractiveness and valued traits was
completed by Dian, Berscheid, and Walster (1972). This study examined
whether physically attractive people were assumed to have more socially
desirable traits and to lead better lives than physically unattractive people. The
purpose of the study was to determine whether a physical attractiveness
stereotype exists. An additional purpose was to determine whether participants
would perceive a stimulus person differently based on what gender the stimulus
person was.
The study had two conditions: an attractiveness condition and a gender of
participant X gender of stimulus person condition. In the attractiveness
condition, persons in the photos were either a physically attractive person, a
person of average attractiveness, or a relatively unattractive person. In the
gender of participant X gender of stimulus person condition, participants were
either the same gender or the opposite gender of the stimulus person in the

17

photos. The dependent variable was impressions of the stimulus persons along
several dimensions.
Participants were 30 males and 30 females who were enrolled in an
introductory psychology course at the University of Minnesota. They received
extra points on their final exam for participating in the study. No other
demographic information is given about the participants.
The participants were told that the study was on accuracy in person
perception and that the purpose was to compare person perception accuracy of
untrained college students with two other groups who had been trained in
person perception. They were also told that standard sets of photographs would
be used for personality inferences and that the individuals in the photographs
were students at another college who were participating in a longitudinal study
of personality development. The experimenter let the participants know that it
would be possible to check the accuracy of their perceptions against current and
future information to be collected regarding the people in the photographs.
Following an introduction to the study, each participant was given three
envelopes, each with one photo in it. The three photos were in random order
and consisted of one physically attractive stimulus person, one stimulus person
who was of average attractiveness, and one relatively unattractive stimulus
person. Half of the participants received three pictures of women and the other
half received three pictures of men. Twelve different sets of three photos were
prepared, and each participant received only one set.
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Participants were given several booklets to record their ratings of the
three stimulus photos. The first page of each booklet reminded participants that
the study was interested in accurate perception and that it was not interested in
politeness and tact. First, the participants were asked to open the first envelope
and then to rate the person on 27 personality traits using a 6-point scale. When
this rating was finished, the participants were told to open the second envelope,
make ratings,

th~n

open the third envelope and make ratings. Participants were

asked to rate stimulus persons on five additional dimensions in the second
booklet. The stimulus persons were to be rated as to which one possessed the
most and least of a given trait. The stimulus person thought to best represent a
trait was given a score of 3; the stimulus person thought to have an intermediate
amount of the trait was given a score of 2; and the stimulus person thought to
least represent the trait was given a score of 1. Participants rated stimulus
persons in this way for five indexes, including marital happiness, parental
happiness, social and professional happiness, total happiness, and occupational
success.
A manipulation check was completed to assess whether participants
agreed with the investigator's rating of attractiveness for each picture.
Participants ranked each picture on attractiveness from 1 to 3, with three being
most attractive. The mean rankings of stimulus persons was 1.12, 2.02, and
2.87 (no standard deviations are provided), and these differences were
statistically significant, F(1, 55)= 939.32,

ll

experimenter's categories of attractiveness.
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2

= .94. The results agreed with the

A multivariate analysis of variance was conducted to determine whether
physically attractive stimuli were perceived differently than average and
relatively unattractive stimuli. Attractive individuals were judged to be more
socially desirable than unattractive individuals, F(1, 55)= 29.61,

ll

2

= .35. The

gender of participant X gender of stimulus person interaction was not statistically
significant. Participants also assumed that attractive individuals in comparison
with unattractive individuals would attain more prestigious occupations, F(1, 55)
A

A

= 42.30,11 2 = .43, would be more competent spouses, F(1, 55)= 62.54,11 2 =
.53, would have better prospects for happy social and professional lives, F(1,
55)= 21.97, ~ 2 = .29, and would have more total happiness, F(1, 55)= 24.20,

~2

=.31.

Attractive stimulus persons were not assumed to be better parents,
/\

F(1, 55) = 1.47, 11 2 = .03.
These results suggest that a physical attractiveness stereotype does
exist. Physically attractive persons were perceived as having more socially
desirable traits and were thought to lead more successful lives. These
perceptions may be formed by witnessing that physically attractive people have
socially desirable traits, but they also can be formed by living in a culture that
equates being attractive with success. Women who accept the cultural
definitions of beauty and try to live up to them can be affected negatively. The
present study investigated the negative effects on women's weight concern that
result from accepting sociocultural values toward appearance.
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Media-body Images
Mass media, including television, movies and magazines, are an
important part of culture. It serves both to reflect sociocultural values and to
help create them. Jennings, Geis, and Brown (1980) demonstrated
experimentally that television commercials function as social cues to trigger and
reinforce gender-role stereotypes. The purpose of the study was to determine
whether traditional versus nontraditional commercials activated or suppressed
competent behavior such as self-confidence and independence of judgment. It
was predicted that women who viewed nontraditional, reversed-role commercials
would show greater independence and greater self-confidence than women who
viewed matched traditional commercials.
The study was a 2 (version of commercial) X 2 (order of dependent
measures) experimental design. Half of the participants were shown a series of
four commercials depicting men and women in traditional gender roles. The
other half viewed the same commercials, except that men and women's roles
were reversed to nontraditional gender roles. All participants completed two
dependent measures, a cartoon rating measure of independence of judgment
and a public-speaking measure of self-confidence. Half of the participants
completed the cartoon measure first, and the other half completed the publicspeaking measure first. A total of 52 people participated in the experiment, with
13 participants in each condition.
Participants were 52 undergraduate women. They were assigned
randomly to traditional or nontraditional commercial conditions and were
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systematically alternated between order conditions. No other demographic
information is given about the participants.
To develop the commercials used for the study, currently aired
commercials were filmed. Only commercials with central male and female
characters were selected. Commercials that depicted women in traditional roles
in relation to men and that depicted men as objects of authority were chosen. A
total of four commercials that were currently airing were chosen.
The four commercials were refilmed by investigators using professional
actors. Four matched commercials also were prepared that reversed the gender
roles. Both sets of commercials were filmed using the same actors with one
exception. In the one exception, a tiny woman with a big, hungry husband in the
traditional version was replaced by a large, handsome woman in the
nontraditional version.
The measure of independence of judgment was an Asch-type conformity
test using a modification of Bern's (as cited in Jennings, Geis, & Brown, 1980)
cartoon rating task. After viewing either the traditional or nontraditional
commercials, the participant entered a room alone and was told that researchers
were interested in finding out which cartoons people thought were funny. The
participant was asked to announce her rating of each of 16 cartoons, projected
on a screen, using a scale of 1 {not funny) to 7 (very funny). The experimenter
then casually pointed to a blackboard showing the ratings of alleged previous
participants and told the participant that her responses would be added to the
ones on the blackboard. The cartoons had been pretested on 25 women in the
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same age group to determine the true average rating for each cartoon. The
blackboard provided accurate feedback for all but six of the cartoons. The
participant's score was an average of the difference between her rating for the
six cartoons and the false mode of alleged participants in comparison with the
true rating.
The second dependent measure, self-confidence, consisted of nonverbal
ratings of the participants while they gave a 4-minute speech. The nonverbal
rating items were selected from Argyle (as cited in Jennings, Geis, & Brown,
1980) and Mehrabian (as cited in Jennings, Geis, & Brown, 1980) who have
found that nonverbal cues are more powerful in measuring participants' internal
states, are less subject to conscious control, and have more universal meaning
than verbal cues. When the participant entered the speech room, she was
asked to express her views either about harmful or misleading television
commercials or about television programs and cartoons that showed violence.
Immediately after the participant left the room, the experimenter rated her on
seven nonverbal behavioral items, using a 5-point Likert scale. The mean of the
ratings over all items was the self-confidence score.
Upon arriving at the study, the participants were told that they were
participating in a study of people's reactions to the mass media. They then
viewed one of the commercial conditions. To make the short exposure to the
commercial more salient, participants completed a rating measure that required
them to think about the attributes of the male and female characters after
viewing each commercial. After completing this part of the experiment, the pairs

23

were separated. Each individual was taken to a different room, one to judge the
cartoons and one to give a speech.
The data were analyzed using a one-way analysis of variance (ANOVA).
The predictions that women who saw reversed-role commercials would show
greater independence and self-confidence than women who viewed traditional
commercials were supported. For the measure of independence of judgment,
there was a statistically significant main effect for version of commercial, F(1, 48)

= 8.16,112 = .15. Women who viewed the reversed-role commercials were more
independent than those viewing traditional commercials. There was also a
statistically significant main effect on the measure of self-confidence for version
of commercial, F( 1, 48)

=10.23, ~2 = .18.

Women who viewed the reversed-role

commercial were more self-confident than those who viewed traditional
commercials.
The results of this study demonstrate that commercials affect women
differently depending on whether they portray women in either traditional or
nontraditional roles. They also demonstrate that the media is an important
source of social cues for society. Gender role is only one example of what is
influenced by the media.
Appearance is another area that the media influences. In the mass
media, images of women are different from images of men, and they have
changed over time. Female images on television are slimmer than images of
men, and women's magazines contain more messages about losing weight than
magazines directed toward men (Silverstein, Perdue, Peterson, & Kelly, 1986).
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This difference reflects the sociocultural value that it is important for women to
be thin. Over time this value has changed, as reflected by the images displayed
in the media. Between 1979 and 1988, Playboy centerfolds and beauty
contestants have continued to become thinner despite the fact that the average
woman has become heavier (Wiseman, Gray, Mosimann, & Ahrens, 1992). The
mass media continue to depict a thin-ideal standard of beauty for women.
Messages are transmitted through the media about the meaning of body types.
Advertising generally shows thin, attractive models in a positive context,
receiving attention from men and possessing valued objects like cars and
fashion. The message is that thin, attractive women will attract men and will be
successful.
Downs and Harrison ( 1985) examined the content of television
commercials for attractiveness stereotypes. The purpose of their study was to
determine the frequencies of specific types of attractiveness stereotypes
presented in television commercials.
The commercials that were analyzed aired between 8:00a.m. and 10:00
p.m. on three major networks during 7 consecutive days in the Spring of 1982. A
coding system with nine categories was used to categorize the commercials for
type of cultural attractiveness stereotype. The nine categories included beauty,
average, ugly, young, old, weight, figure/physique, look/style, and bright. To be
recorded, the specific category label had to be stated in the context of an explicit
attractiveness message (i.e., "don't be overweight" for the weight category;
"looks average" for the average category). When one or more categories was
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stated, all applicable categories were scored. Statements that included the
category but did not mention human physical attractiveness (i.e., "this tool is
old") were not scored. All attractiveness messages included the cultural
meaning that beauty is good and ugly is bad.
Six male and 17 female undergraduates were trained in how to score the
statements in the commercials. They also noted the gender of the performers or
the voice-overs in the commercials, the time of the broadcast and the type of
product advertised. All observations were made separately during actual
broadcast time from a 24-inch color television. lntercoder reliabilities ranged
from .81 to 1.00.
A total of 4, 294 commercials were observed and rated. The largest
numbers of commercials advertised food and drink, personal care, business, and
household products. Less frequent were commercials for transportation,
clothing, weight reduction, cosmetic, and physical fitness products. The
commercials in the "other'' type included advertisements not classified in the
above types.
Results were analyzed by examining frequencies, rates, and percentages
of occurrences. First, frequencies and rates of occurrence of attractiveness
categories by commercial types were analyzed. Food and drink commercials
showed more beauty and weight statements than the other categories. Personal
care and household product advertisements portrayed beauty messages,
whereas business and transportation commercials showed low frequencies of
the attractiveness categories. Clothing advertisements showed very high rates
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of beauty and look/style messages, whereas few attractiveness messages were
in pet commercials. Although advertisements for cosmetics and physical fitness
products were lower in number of observations, they portrayed very high rates of
beauty statements. Higher rates of weight messages on weight reduction
commercials and figure messages on physical fitness commercials were
observed. Lastly, low rates of attractiveness messages were in the "other"
commercial group.
Frequencies and rates of occurrence also showed how often
attractiveness messages could be expected when viewing commercials. Some
type of attractiveness message could be expected on every 2.1 personal care
advertisements, 1.1 clothing advertisements, 0.5 weight reduction
advertisements, 1.2 cosmetics advertisements, and 0.8 physical fitness
advertisements. Overall, some form of attractiveness message was observed in
one out of every 3.8 commercials.
The percentages of female and male performers and female and male
voice-overs who made attractiveness statements were compared. Binomial tests
at the .OS level of significance were completed to determine whether there were
statistically significant differences. The analysis showed that female performers
and male voice-overs were more likely than male performers and female voiceovers to make attractiveness statements. This analysis suggests that the visual
presence of female performers instead of male performers when making
attractiveness statements may make the attribution of attractiveness stereotypes
to females more common.
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The results of this study demonstrate that television, specifically
commercials, -convey messages about attractiveness. A surprising finding is that
food and drink commercials had more beauty and weight statements than other
commercial categories. One might expect to find these messages in
commercials for cosmetics, but the results of this study show that attractiveness
messages are in all types of commercials. The messages are frequent and
demonstrate that television is a medium for the conveyance of sociocultural
attitudes toward appearance.
Besides transmitting messages about sociocultural values toward
appearance, the media is also a source of comparison for women. Martin and
Kennedy (1993) found girls' tendencies to compare themselves with fashion
models increases with age. In addition, college women have been found to
frequently compare themselves with female models, with most college women
wishing they looked like the models (Richins, 1991 ). Viewing the thin-ideal
images in the media is a source of pressure for women to be thin. Women
reported greater pressure to be thin coming from the media rather than from
peers and parents (Irving, 1990). Overall, more women than men want to be like
the ideal image portrayed in the media, and female eating disorder patients are
more likely than controls to report influence from the media to be thin (Murray,
Touyz, & Beumont, 1996). Women compare themselves with the thin-ideal
standard of beauty portrayed in the media and feel pressure from this
comparison to become thin.
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Weight Concern of Women
Weight concern, defined as not liking one's body and wanting to lose
weight, is very common among women. Harris' study (as cited in Brownwell,
1991) found that 97% of women want to change something about their bodies,
and 78% of them would change their weight. A survey of women in college also
found that they want to lose weight, even when they are not overweight (ConnorGreene, 1988). Dissatisfaction with one's weight and the desire to lose weight is
common among women and can lead to a psychological disorder.
Concern about one's weight has been related to eating disorders. Killen
et al. ( 1994) completed a 3-year study to explore precursors to eating disorders
for a community sample of adolescent girls. The purpose of the study was to
determine variables that can predict the future development of an eating
disorder.
Participants were sixth- and seventh-grade girls enrolled in Northern
California middle schools. Of the 939 students available to participate, 97%
agreed to participate. The mean age was 12.4 years (SO = .72). The sample
was ethnically diverse, with approximately 41% being White, 23% being
Hispanic/Latina, 20% being Asian, and 16% being from other ethnic
backgrounds.
Trained staff completed baseline and follow-up assessments by means of
a survey. Independent variables were assessed at baseline. Principal
component analysis was conducted, and those independent variables that were
highly correlated to each other were combined into one independent variable to
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reduce redundancy. The final list of independent variables that were used in
statistical analyses included the following: (a) Weight Concerns, (b) Drive for
Thinness/Body Dissatisfaction, (c) Bulimia, (d) Perfectionism, (e)
Ineffectiveness/Interpersonal DistrusUinteroceptive Awareness (IN/ID/IA), (f)
Maturity Fears, (g) Body Mass Index, (h) Sexual Maturity Index, (i) Concern for
Dieting, 0) Weight Fluctuation, (k) Unpopular, and (I) Aggressive. A variety of
scales were used to measure these variables. Subscales of the Eating Disorder
Inventory (EDI; Garner, Olmsted, & Polivy, 1983) were used to measure Drive
for Thinness/Body Dissatisfaction, Bulimia, Perfectionism, IN/ID/IA, and Maturity
Fears. Subscales of the revised Restraint scale (as cited in Killen et al., 1994)
were used to measure Weight Fluctuation and Concern for Dieting, and Body
Mass Index was computed from the formula kg/m 2 • Sexual Maturity Index was
measured using the method of Duke, Litt, and Gross (as cited in Killen et al.,
1994), and Unpopular and Aggressive was measured by subscales of the Youth
Self-Report inventory (as cited in Killen et al., 1994).
The dependent variable was eating disorder symptoms and was
measured at the 3-year follow-up. Girls were classified as having symptoms
based on their response to questions that were developed to assess binge
eating, compensatory behaviors for the prevention of weight gain, overconcern
with weight and bodyshape, and loss of control during episodes of binge eating.
To be classified as symptomatic, girls' answers to surveys had to meet all of the
following criteria: (a) Recurrent binge eating (at least once a month), (b)
Compensatory behavior to prevent weight gain, and (c) Overconcern and
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preoccupation with body weight and shape or a feeling of lack of control of
eating during a binge episode.
The results revealed that over the 3-year interval, 3.6% of adolescent
girls became symptomatic. Student tests were calculated to compare each of
the proposed predictive variables between the group that experienced onset of
symptoms during follow-up and the group that did not. All but two predictive
variables, maturity fears and sexual maturity index, were statistically significant
at or above the .05 level of significance. The group who had eating disorder
symptoms at follow-up scored statistically significantly higher on measures of
Weight Concerns, Drive for Thinness/Body Dissatisfaction, and Concern for
Dieting than the group who did not have eating disorder symptoms. Using
multivariate analysis, proposed predictors were then entered into a stepwise Cox
proportional hazards model to determine which ones were good predictors. Only
the measure of Weight Concerns was statistically significant (X 2 = 12.3,
p<.001 ). The results of the multivariate testing were used to form subgroups
likely to show differential onset. Those scoring in the highest quartile on the
measure of Weight Concerns (n=185) had the highest incidence (12% incidence
by age 14.5 years) of eating disorder symptoms, whereas those with scores in
the lowest quartile (n=230) had the lowest incidence (2% incidence by age 14.5
years) of eating disorder symptoms (X 2 = 26.5, p<.001 ).
The results of this study demonstrate that there is a relationship between
adolescent girls who score high on a measure of weight concern and who later
develop an eating disorder. Prevention efforts should focus on decreasing
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weight concern to decrease the development of eating disorders. The present
study examined how both acceptance of sociocultural values toward appearance
and media-body images affect the weight concern of women. The objective of
the study was to increase the knowledge about what influences women's weight
concern for the purpose of decreasing, and ultimately, preventing women's
weight concern and eating disorders.
Effects of Media-body Images on Women's Weight Concern
Past research has demonstrated that women experience negative effects
from viewing the thin-ideal body images portrayed by the media. A variety of
studies have found that after viewing thin-ideal models, women have greater
dissatisfaction with their bodies, increased depression, and decreased
confidence (Heinberg & Thompson, 1995; Irving, 1990; Stice & Shaw, 1994).
Crouch and Degelman ( 1998) completed a study to determine how
advertisements portraying models of different weights would influence
adolescent girls' self-ratings of attractiveness. A second purpose was to
examine the possible effects of different product labels on self-attractiveness
ratings.
The experiment had two conditions, weight of model and product fabel
seen. In the weight of model condition, participants viewed either original
images of thin, attractive models, or computer-altered images with the same
attractive models portrayed as overweight. In the product label condition, the
advertisement for Kraft cheese that the participants viewed was labeled either
regular or fat free. All participants viewed three black- and white-printed
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advertisements with a different model in each one. After viewing the three
advertisements, participants were asked to rate themselves on a measure of
self-attractiveness.
Forty high-school girls participated in the study. The mean age was 15.4
years (SO = 1.3). All attended a private school in southern California and were
located in a primarily middle-class, European-American neighborhood.
Participants were assigned randomly to one of the four conditions.
A 2 (Weight of Model) X 2 (Product Label) between-subject analysis of
variance (ANOVA) was performed for ratings of self-attractiveness. Participants
who were exposed to the unaltered, attractive model statistically significantly
rated themselves as less attractive (M = 2.8, SD = 1.1) than participants who
viewed the altered, overweight models (M

=3.6, SD =1.2; F(1, 36) =4.45, TJ =
2

.11 ). Ratings of self-attractiveness were not influenced by the product label, and
there was no statistically significant interaction between the weight of model and
the product label.
The results of this study indicate that teenage girls rate themselves as
less attractive after viewing models that are considered to be at an ideal weight
than they do after viewing models that are overweight. These results reflect the
importance of examining how the media affects women's evaluation of
themselves. The results show that media images can negatively affect women's
self-evaluations. They lead one to conclude that the use of overweight models
in the media might positively influence women's self-evaluations.
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Negative effects from viewing thin-ideal images also has been found
among college women. Ogden and Mundray ( 1996) examined how pictures of
thin and overweight individuals affected both men and women. It was
hypothesi,zed that more women than men would experience body dissatisfaction
and that the pictures of thin images would have a detrimental effect on measures
of body dissatisfaction in comparison with the pictures of overweight images.
The study was a between-subject and within-subject design. The
between-subject variable was gender, with males and females being compared.
The within-subject design had two variables, time and type of media-body image.
The time variable was either before or after exposure to pictures. All participants
completed measures before and after and were exposed to pictures of either thin
individuals or overweight individuals of the same gender. The dependent
variable was body dissatisfaction and was measured by visual analogue scales,
silhouettes, and body size estimation. The time interval between measures was
from 4 to 10 days.
Participants were 20 males and 20 females from London medical schools,
whose ages ranged from 19 to 25.

No other demographic information was given

about the participants.
Participants first completed measures of the dependent variable (body
dissatisfaction). They then left and returned to participate approximately 4 to 10
days later. At this time, they were exposed to media-body images of either thin
or overweight individuals of the same gender. After exposure, they again
completed the dependent variable measures in addition to completing the Dutch
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Eating Behavior Questionnaire (to examine restrained eating) and the Body
Shape Questionnaire (for further description of the participants).
The participants' characteristics were analyzed using ANOVA. The
repeated measures data were analyzed using MANOVA, with participants'
gender as the between-subject variable (male vs. female) and the type of mediabody images (photos of thin vs. overweight individuals) and time (before vs. after
exposure) as the within-subject variables.
The results of the analysis showed that male and female participants were
similar in age. Female participants showed statistically significantly higher
levels of restrained eating (F[1, 38]

=16.68, ~ 2 =.31) and statistically

significantly higher levels of body shape dissatisfaction on the BSQ (F[1, 38] =
..-"\

35.64, f1 2 = .48) than males.
Analysis of the dependent variable measures showed statistically
significant results. On the visual analogue scales, with regard to feeling fat,
results showed a statistically significant type of media-body image x time
interaction (F[1, 38]

=18.07, ll =.32) and a statistically significant gender x
2

-'\

type of media-body image x time interaction (F[1, 38] = 10.17, fl 2 = .21 ). All
participants rated themselves as feeling fatter after exposure to pictures of thin
individuals and thinner after exposure to pictures of overweight individuals.
These changes were greater in female participants than in male participants.
With regard to feeling sexy, there was only a main effect of gender (F[1, 38] =
6.45, ~ 2

=.15).

In general, males felt more sexy than females. With regard to

feeling attractive, the results showed no main effects of gender, time, or type of
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media-body image. The results did show a statistically significant interaction
between type of media-body image and time (F[1, 38]

=18.40,11 =.33).
2

All

participants rated themselves as more attractive after exposure to pictures of
overweight individuals and as less attractive after exposure to pictures of thin
individuals. With regard to feeling toned, the results showed statistically
significant main effects of gender (F[1, 38]

=7.99,rt =.17), type of media-body
2

image (F[1, 38] = 16.67,~ 2 = .31), and time (F[1, 38) = 16.48,fl 2 = .30). Females
rated themselves as less toned than males, and all participants rated themselves
as feeling more toned after viewing pictures of overweight individuals than after
viewing pictures of thin individuals. With regard to feeling fit, there were
statistically significant main effects of gender (F[1, 38] = 4.96,;1 2 = .12) and type
of media-body image (F[1, 38)

=9.02, ll =.19).
2

Overall, males rated

themselves as feeling fitter than females, and all felt fitter in the overweight
picture condition than in the thin picture condition. There was also a statistically
significant type of media-body image by time interaction (F[1, 38] = 20.74, ~ 2 =
.35). Regardless of gender, all participants rated themselves as feeling fitter
after exposure to pictures of overweight individuals and less fit after exposure to
pictures of thin individuals.
For the silhouettes measure of body dissatisfaction, with regard to the
"now'' picture, the results showed no main effects of gender, condition, or time.
The results did show, however, a statistically significant type of media-body
image and time interaction (F[1, 38] = 10.01 ,~ 2 = .21 ). Regardless of gender,
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participants felt thinner after viewing pictures of overweight individuals and fatter
after viewing pictures of thin individuals. With regard to the silhouette "picture
prefer," analysis showed only a main effect of gender (F[1, 38]

=3.41,~ 2 =.08).

Females, .more than men, wanted to be thin.
For the third dependent variable measure, body-size estimation, three
areas of participants' dissatisfaction were measured, including chesVbust, waist
and hips. For the chesVbust estimation, results showed a statistically significant
main effect of gender (F[1, 38]

=15.95, Tt =.30) and time (F[1, 38] =4.52, ~ =
2

2

.11 ). These results suggest that males estimated their chests to be bigger than
females both before and after exposure to media-body images. The results also
showed a statistically significant type of media-body image by time interaction
(F[1, 38]

=15.57, 11' =.29), which indicate
2

that all participants, regardless of

gender, rated themselves as larger after viewing the pictures of thin individuals
and smaller after viewing the pictures of overweight individuals.
For the body-size estimation of the waist, results showed a statistically
significant main effect of gender (F[1, 38]

=16.66, ~ 2 =.30) and type of media-

body image (F[1, 38] = 4.82, ~ 2 = .11 ), but no main effect of time. There was
also a statistically significant type of media-body image by time interaction (F[1,
38] = 21.87, ~ 2 = .37). Overall, females estimated their waists to be smaller
than males, and all participants showed a decrease in estimation of waist size
after viewing pictures of overweight individuals and an increased estimation of
waist size after viewing pictures of thin individuals.
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For the body-size estimation of hips, analysis showed no main effects for
gender, time, or type of media-body image. There was a statistically significant
type of media-body image by time interaction (F[1, 38] = 4.20, ~ 2 = .1 0). All
participants responded differently to the two type of media-body-image
conditions and estimated their hips to be larger after viewing pictures of thin
individuals and smaller after viewing pictures of overweight individuals.
The combined results supported the prediction that women would be more
dissatisfied with their bodies than men. In the study, women did report greater
body dissatisfaction than men. In general, women felt fatter, less sexy, less
toned, and less fit than men did. The results also supported the prediction that
exposure to thin media images would produce detrimental effects, with all
participants showing a deterioration in body image after exposure to pictures of
thin individuals. In addition, the results show evidence for improvement of body
dissatisfaction after exposure to pictures of overweight individuals.
Although no studies have examined how viewing thin-ideal models in the
context of large-size models affects women, studies have shown that the context
in which images are viewed can make a difference on how others are evaluated.
Kenrick and Gutierres (1980) found that, in comparison with the control group,
male participants rated an average, attractive woman as less attractive after
watching a television show with three very attractive women.
The results of another study also demonstrate that context can influence
how a person is evaluated. Melamed and Moss (1975) examined how an
average female (target) would be rated on attractiveness when viewed with an
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attractive female (context) versus when viewed with an unattractive female
(context). The purpose was to investigate whether a contrast effect would occur.
The average female was expected to be rated as less attractive when viewed
with an attractive female and as more attractive when viewed with an
unattractive female. A second purpose was to investigate whether frequency of
presentations of different pairings would make a difference in how attractive the
target person was rated.
Participants were assigned randomly to one of two context conditions.
Participants viewed slides of either neutral targets with unattractive pictures or
neutral targets with attractive pictures. In addition, participants in each condition
were assigned randomly to view different presentation frequencies of the
pairings of the pictures.
Participants were 60 male and female students from an introductory
psychology class. They received extra credit in their class for participating in the
study. No information was given on the ethnic composition of the participants.
Twenty-six black-and-white pictures of White females were selected from
college yearbooks for use in the study. Ten of these were physically attractive,
and 10 of these were physically unattractive. These served as the context
pictures. Six additional pictures of college females, rated as moderately
attractive, were used as the neutral target pictures. Two sets of 35mm slides
were constructed from these 26 pictures. The first set was constructed by
photographing two pictures on a single slide: each of the six neutral pictures
joined with each of the 10 attractive and with each of the 10 unattractive
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pictures. The set thus consisted of 120 slides, 60 showing neutral targets with
attractive photos and 60 showing neutral targets with unattractive pictures. The
slides shown to participants were selected randomly from this set. The second
set of slides, presented to all participants, consisted of 26 slides. These slides
presented each of the 26 pictures individually.
There were three phases to the experiment. During the first phase, the 26
individual slides were presented in random order. After each slide presentation,
subjects were asked to rate the slides on a 9-point scale for five bipolar
adjectives that included the attractive-unattractive dimension. The second
phase was the context manipulation. Participants viewed 32-paired slides of
either neutral target pictures with the attractive pictures or the neutral target
pictures with the unattractive pictures. During the third phase, participants
viewed the 26 individual slides and rated them again.
Context within which the target was viewed was one independent variable
and between-subject comparisons were made. Frequency of presentations of
different pairings was also an independent variable. Within each context,
participants saw different amounts of pairings to determine whether amount of
exposure would influence the results. In each context, two of the targets were
paired once, two targets were paired five times, and two targets were paired 10
times. This was a within-subject comparison.
A 2 (context; between subject) X 3 (exposure frequency; within subject)
analysis of variance was completed. Neither frequency of exposure nor the
interaction between frequency and context was statistically significant at the .05
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level. There was a statistically significant context effect, F(1, 58)= 11.88, ~ 2 =
.17. The target person was rated as less attractive after being viewed with an
attractive person. The target person was rated as more attractive after being
viewed with an unattractive person.
The results of this study indicate that context is important for ratings of
others' attractiveness. These results show that people are rated as less
attractive after being viewed in the context of an attractive person and as more
attractive after being viewed in the context of an unattractive person. The
results lead one to question whether context will hold the same importance for
evaluations of oneself. The present study examined how the contexts of viewing
thin-ideal and large-size models together versus large-size models only affected
college women's weight concern.
Relation Between Acceptance of Sociocultural Attitudes Toward Appearance.
Viewing Media-body Images. and Weight Concern
The mass media both reflect sociocultural values and create them. The
amount of mass media seen is associated with an internalization of the thin
standard of beauty that is promoted by society (Stice, Schupak-Neuberg, Shaw,

& Stein, 1994). Therefore, the more contact one has with mass media, the more
likely one is to internalize the thin standard of beauty.
Stice, Nemeroff, and Shaw (1996), through structural equation modeling,
found evidence that perceived pressure (from peers, family, and media)
indirectly increases body dissatisfaction through an ideal-body internalization.
Additionally, they found that perceived pressure directly increases body
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dissatisfaction. Therefore, it is possible to have body dissatisfaction as a result
of perceived pressure without having an ideal-body internalization. The
proposed study examined acceptance of sociocultural values toward
appearance separately to assess whether acceptance of these values is
necessary to have increased weight concern after viewing the thin ideal. The
finding that perceived pressure directly increases body dissatisfaction suggests
that exposure to thin-ideal images will increase weight concern regardless of
level of acceptance of sociocultural values toward appearance.
Previous studies have found that individual variables such as level of
acceptance of sociocultural values toward appearance does make a difference
in how people respond to exposure to the thin ideal. One such study examined
how participants' initial trait body dissatisfaction affected their response to
media-body images. Posavac, Posavac, and Posavac ( 1998) completed three
experiments to determine how exposure to media-body images of attractiveness
affects women's weight concern. A second purpose was to examine trait body
dissatisfaction as a moderator to the impact of media-body images on women's
weight concern.
The first experiment had two conditions, a media-image condition and a
body dissatisfaction condition. In the media-image condition, participants either
viewed slides of fashion models or slides of automobiles. For the body
dissatisfaction condition, participants were classified as "satisfied" or
"dissatisfied" based upon a cutoff score of 5 on the Body Dissatisfaction
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subscale of the Eating Disorders Inventory- Second Edition (EDI-2; as cited in
Posavac et al., 1998). The dependent variable was weight concern.
One-hundred-thirty-six female undergraduate students participated in this
experiment for extra credit in their introductory psychology class. Over 90% of
the sample was White. The participants were instructed that the study was an
examination of the effects of lifestyle, personality, and self-image on preferences
for consumer products such as clothing and automobiles. Participants were
asked to report their age and complete the EDI-2. After completion of the
inventory, participants who viewed fashion models viewed each slide for 10
seconds and then had 20 seconds to complete the "Fashion Preference
Questionnaire." Participants were required to agree or disagree with statements
like "This is something I would wear in public." The purpose for completing this
questionnaire was to support the cover story. Participants who viewed
automobiles completed the same procedure, except they viewed slides of
automobiles and completed the "Car Preference Questionnaire." This
questionnaire contained questions like "This car suits my personal style." After
viewing the slides, participants completed the Body Esteem Scale. They were
then debriefed and excused.
A post hoc decision was made regarding the specific body dissatisfaction
scores that would define satisfied and dissatisfied women. Examination of the
data showed that women scoring 5 and below on the EDI-2 responded differently
from women scoring above 5. For this study, participants scoring between 0 and
5 were classified as "satisfied," and participants scoring 6 through 27 were
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classified as "dissatisfied." A 2 X 2 (Media-image condition X Body
Dissatisfaction) AN OVA of weight-concern scores did not reveal a statistically
significant main effect for media-image condition. A statistically significant
interaction between media-image condition and body dissatisfaction was found,
F(1, 132) = 5.02, ~ 2 = .04. Means were lower for dissatisfied women in the
group who saw attractive models than for dissatisfied women in the control
condition, Fcomp (1, 132) = 7.33, ~ 2 = .05. There was not a statistically
significant difference between satisfied women as a function of condition. A
statistically significant main effect also was found for body dissatisfaction, F(1,
A

132) = 180.77, 11 2 =.58.
The results demonstrate that exposure to media images of attractiveness
has the potential to increase some women's concern with their weight. Not all
women were affected. Women who came into the experiment with low trait body
dissatisfaction were not affected by exposure to attractive media-body images.
A second experiment was completed, because the experimenters were
concerned that the post hoc decision for the cutoff score on the EDI-2 Body
Dissatisfaction subscale may have capitalized on chance. An additional purpose
of Experiment 2 was to examine the potential for images of realistic feminine
attractiveness to produce increased weight concern.
For the second experiment, 181 female undergraduates ages 18 to 25
participated in the study. They were recruited from an introductory psychology
class and were given extra credit for their participation.
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The media-image condition of fashion models and automobiles from
Experiment 1 was replicated. A third media image of attractive women who were
not models was added. The second condition, level of body dissatisfaction, was
also replicated from Experiment 1. The study was titled "Consumer
Preferences," and participants were given the same instructions and procedures
as in Experiment 1. The only difference was the addition of realistic images of
attractive women who were not models.
A 3 X 2 (Media-image condition X Body Dissatisfaction) ANOVA of
weight-concern scores did not reveal a statistically significant main effect for
media condition but did reveal a statistically significant interaction between
/\

media-image condition and body dissatisfaction, F(2, 175) = 3.51, f1 2 = .04.
Dissatisfied women who saw fashion models reported more weight concern than
dissatisfied women in both the control, Fcomp(1, 175) = 6.70, ~2 = .04, and
realistic image groups, Fcomp(1, 175) = 6.71, ~ = .04. Weight concern means
were not different for participants exposed to attractive women who were not
models versus control slides. There was a statistically significant main effect for
body dissatisfaction, F(2, 175)

=132.15, ~ =.60.

Women initially dissatisfied

with their bodies tended to report more weight concern.
In agreement with the results from Experiment 1, the results of Experiment
2 show that dividing women based on their level of body dissatisfaction can
determine who is susceptible to adverse effects from media exposure. These
results also suggest that realistic body images are not as likely to induce women
to have concern about their weight as are images of thin-ideal fashion models.
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The inclusion of the "Fashion Preference Questionnaire" in Experiments 1
and 2 may have prompted social comparison. In the real world, most sources of
the media do not prompt explicitly social comparison, which may limit the
generalizability of results from the first two experiments. To explore this
limitation, a third experiment was conducted that did not contain explicit
comparison prompts.
For the third experiment, 53 female undergraduate ages 18 to 25
participated. They were recruited from an introductory psychology class and
received extra credit for participating.
The procedure was the same as in Experiments 1 and 2 with three
exceptions. After completing the EDI-2, participants were asked to complete a
"Consumer Preferences Questionnaire," which asked questions like "Do you
shop more at department stores than discounted retail stores?" The purpose of
this questionnaire was to provide additional distraction from the true purpose of
the study and to interfere with any body-image priming induced by the
administration of the EDI-2. The "Fashion Preference Questionnaire," which was
administered in the first two experiments while participants viewed slides, was
not used. It was replaced by a checklist that asked participants to indicate
whether they liked the style of clothing in each slide and whether they would buy
the clothing if they saw it in a store. These questions did not prompt directly
participants to compare their physical attributes with those of the models.
Finally, a manipulation check was done at the end of the study. Participants
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were asked in a free response format to indicate their understanding of the true
purpose of the experiment.
A 2 X 2 (Media-image condition X Body Dissatisfaction) ANOVA of
weight-concern scores was completed. There was not a statistically significant
main effect for media-image condition, but there was a statistically significant
main effect for body dissatisfaction, F(1, 49) = 15.76, ~ 2 = .24. A statistically
significant interaction between media-image condition and body dissatisfaction
was found, F(1, 49) = 5.72,

11'

2

=.10.

These results show that even without direct prompts for comparison with
fashion models to be made, women initially dissatisfied with their bodies, unlike
initially satisfied women, expressed more concern with their weight.
The results of the three experiments are similar. Exposure to media
images of female attractiveness is capable of causing increased weight concern
in most college women. Women initially dissatisfied with their bodies showed an
increase in weight concern, whereas women initially satisfied with their bodies
did not. This study demonstrates the importance of examining what makes some
women be affected negatively by these images, whereas others are not. Rather
than examining trait body dissatisfaction, the present study investigated
women's acceptance of society's standard of beauty. Whether women accepted
these values of beauty was expected to determine whether they were
dissatisfied with themselves when they did not fit the standard.
The results of one study that indicate that level of acceptance of society's
standard of beauty will make a difference in how women are affected by viewing
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images of the thin ideal were found by Heinberg and Thompson (1995). This
study exposed participants to either commercials containing images reflective of
cultural ideals of attractiveness or nonappearance-related advertisements. It was
expected that viewing commercials containing images of the thin ideal would
elicit greater changes in body-image satisfaction and mood than viewing
commercials containing nonappearance images. Dispositional level of bodyimage disturbance (specifically negative-appearance-related thoughts) was
hypothesized to moderate participants' responses to media images of the thin
ideal. Only those scoring above the median for body-image disturbance were
expected to experience negative effects after viewing commercials containing
images of the thin ideal. Participants exposed to nonappearance commercials
were not expected to experience significant changes in mood or body-image
satisfaction. Additionally, it was expected that only participants scoring above
the median on a measure of sociocultural attitudes toward attractiveness would
experience negative effects following exposure to commercials containing
images of the thin ideal.
The study was a 2 (time of measure) X 2 (type of commercial) X 2 (level
of sociocultural attitudes toward appearance) X 2 (dispositional level of bodyimage disturbance) experimental design. In the type of commercial condition,
participants viewed either appearance-related advertisements or nonappearance
advertisements. Both level of sociocultural attitudes toward appearance and
dispositional level of body-image disturbance were measured by questionnaires
(the Sociocultural Attitudes Towards Appearance Questionnaire and the Bulimia
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Cognitive Distortions Scale-Physical Appearance Subscale). The participants
were split into two groups, high and low, based on a median split. The
dependent variable was visual analogue scales that were created to measure
immediate state changes in body satisfaction and mood. Measures of anxiety,
depression, anger, body dissatisfaction, and overall appearance dissatisfaction
were constructed. Participants were asked to rate how they felt on each of the
measures by placing a short vertical stroke on a 1Ocm line with endpoints
labeled "none" to "very much." A 100-point scale was used, with their
responses scored to the nearest millimeter.
The participants in the study were 138 Caucasian female undergraduate
students between the ages of 18 to 48 years old. They were assigned randomly
to one of two conditions. In the Appearance video condition, commercials
contained women who reflected the societal ideal of thinness and attractiveness
and were typically for weight-loss supplements. The Nonappearance video
condition contained advertisements for items such as household cleaning
products, insurance policies, and pain relievers. These advertisements featured
women who were of average to above-average weight and did not focus on
physical appearance.
Prior to viewing the commercials, participants completed measures of
body image, sociocultural attitudes, and visual analogue scales. Participants
then viewed either the Appearance or the Nonappearance videotape. After
viewing the videotape, participants again completed the visual analogue scales.
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A 2 (time of testing) X 2 (type of commercials) X 2 (dispositional
level/sociocultural awareness and internalization- high or low) MANOVA was
conducted across all dependent measures. One MANOVA included
dispositional levels of body-image disturbance as the third factor, and a second
MANOVA included levels of sociocultural awareness/internalization as the third
factor. The results indicated a significant three-way interaction on time, video,
and body-image disturbance, F(4, 127)

=2.78, ;} =.08.
2

Women high on body-

image disturbance who viewed the Appearance video significantly increased in
depression level from Time 1 to Time 2 (30.8 to 37.8) and in body dissatisfaction
from Time 1 to Time 2 (55.0 to 58.5). Women high on body-image disturbance
who viewed the Nonappearance video significantly decreased in depression
from Time 1 (29.1) to Time 2 (24. 7) and also significantly decreased in body
dissatisfaction level (45.6 to 40.1 ). In addition, there was a statistically
significant three-way interaction on time, video and sociocultural
awareness/internalization, F(4, 127)

=3.37, ~ 2 =.10.

In the Appearance

condition, participants high on sociocultural awareness/internalization increased
significantly in depression (30.6 to 36. 7) and anger (25.3 to 29.9). Participants
high on this variable who viewed the Nonappearance tape decreased
statistically significantly in level of depression (30.1 to 27.0) and anger (20.9 to
16.9).
The hypotheses of the study were supported. Women who had either
high body-image disturbance or high acceptance of sociocultural values toward
appearance had greater mood disturbances and increased body dissatisfaction
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after viewing thin-ideal images than did women who were low on either bodyimage disturbance or acceptance of sociocultural values toward appearance.
The results reflect the importance of examining how individual factors
moderate the effects of the media. They suggest that women who have a high
internalization and awareness of sociocultural values toward appearance will be
more negatively affected by viewing the thin ideal than women who have a low
awareness and internalization of these values. Although the present study did
not examine all individual factors that might moderate the media's effects,
acceptance of sociocultural values toward appearance was examined further to
determine how both the acceptance of these values and viewing images of thin
ideal and large-size women interacted to affect the weight concern of women.
Summary
Messages in the media about what is attractive are prominent, as Downs
and Harrison (1985) found in their study examining the content of commercials.
The media portray images of the thin ideal to which women compare
themselves. Media images have been shown to increase weight concern among
women and to have other negative effects. Weight concern is common among
college women and can lead to the development of an eating disorder. It is
important to examine how the context of media images affects women's selfevaluations to determine ways media images can be changed to prevent
increased weight concern and, ultimately, eating disorders among women. In
addition, it is important to take into consideration women's levels of acceptance
of society's standard of beauty, because women with a high level of acceptance
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may be the most likely to be affected negatively by thin-ideal images in the
media.
The present study further investigated the effects that both body images
in the media and acceptance of sociocultural attitudes toward appearance had
on women's weight concern. The review of literature demonstrates that the thinideal body image portrayed in the media negatively affects women (Crouch &
Degelman, 1998; Ogden & Mundray, 1996; Posavac et al., 1998). Although it is
apparent that both women and men are struggling with how they feel about their
bodies, the present study only focused on women, as they appear to experience
more dissatisfaction with their bodies after viewing images of the thin ideal than
men (Ogden & Mundray, 1996). The review of literature also demonstrates that
women are affected positively after viewing images of more realistic, overweight
individuals (Crouch & Degelman, 1998; Ogden & Mundray, 1996). The present
study further examined the possible positive effects that viewing more realistic,
overweight body images produced in women. Context has been shown to be an
important variable in how attractive a person is rated (Melamed & Moss, 1975).
The question that was explored in the present study was how the positive effects
that result from viewing more realistic, overweight women were affected when an
overweight woman was viewed in the context of a thin-ideal woman. The
question that was addressed was whether the positive effects from viewing
overweight women was eliminated by the negative effects from viewing thin-ideal
women.

52

The review of literature also highlights the importance of women's level of
acceptance of sociocultural attitudes toward appearance for determining whether
they are negatively affected by images of the thin ideal (Heinberg & Thompson,
1995; Posavac et al., 1998). The present study investigated whether a high
level of acceptance of sociocultural attitudes toward appearance was necessary
to be affected negatively by images of the thin ideal.
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Chapter Ill

Methodology
The purpose of the current study was to examine the effects on college
women's weight concern of viewing large-size and thin-ideal models in the
media. In addition, the current study examined the effects of these images on
women who had a high and low level of sociocultural acceptance of values
toward appearance. The research design, recruitment of participants, sample
population, procedures, protection of human subjects, material development,
instrumentation, and data analysis are presented in this section.
Research Design
An experimental design was used to investigate the research hypotheses.
The experimental approach was a between-subjects, posttest only design, with
two conditions. The first condition was media-body images seen. The levels of
this condition were large-size models with thin-ideal models, large-size models
only, and neutral images. The second condition was amount of acceptance of
sociocultural values toward appearance as measured by the Sociocultural
Attitudes Towards Appearance Questionnaire (SATAQ; Heinberg, Thompson, &
Stormer, 1994). The levels of this condition were high acceptance and low
acceptance and were created based on a median split from the highest possible
score on the SATAQ. The dependent variable, weight concern, was measured
by the Body Esteem Scale (Franzoi & Shields, 1984).
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Recruitment of Participants
Convenience sampling was used to recruit participants on a public
university campus in the United States. The investigator spoke to college
professors who taught general psychology courses and who were interested in
supporting research in the area of eating disorders. Arrangements were made
by the investigator for professors to give course credit to participants for their
participation in the study. Participants were required to participate in a learning
experience outside of their class and participation in the present study was one
option of many they could choose from. The investigator attended classes at the
beginning on a day that was convenient for the participating professors. A total
of 15 classes were visited for the purpose of recruitment. The investigator read
the Recruitment Script (Appendix A). The script included statements about who
could participate, the purposes of the two parts of the study, what would take
place during the study, and approximately how long participation would take.
After the script was read, a sign-up sheet was passed around for students to
write their names and phone numbers, and they were instructed that the
investigator would call them within a week to schedule a time to participate. A
table of random numbers was used to randomly assign participants to a mediabody-image condition. The investigator then called the students from the signup sheet within a week and scheduled an appointment. The investigator also
called participants the night before to remind them of their appointment to
participate in the study.
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Fourteen out of 78 participants did not show up for their scheduled
appointment. The investigator attempted to phone them no more than two times
to set up a second appointment. Eight out of the 14 participants were
rescheduled for a second appointment. Five of the 8 participants showed up for
their second appointment. The investigator did not make any efforts to contact
the participants that did not show up for the second appointment.
Sample Characteristics
Participants used in the final analyses were 61 college women from a 4year public university in the United States and were between the ages of 18 and
25. Three participants needed to be eliminated from analyses because two were
under the age of 18 and one was over the age of 25. The demographic
questionnaire completed before the study began provided further information
about participants, including what magazines participants read, how often the
magazines were read, participants' weights, participants' heights, participants'
ages, and participants' ethnic backgrounds. Participants' heights and weights
were used to calculate their body-mass index for a more accurate representation
of their body size. What magazines participants read and how often they were
read were totaled into one number to represent participants' exposure to
magazines. Frequencies and percentages of the demographic variables within
media image and sociocultural attitudes toward appearance conditions are
presented in Table 1.
Age. All of participants were between the ages of 18 and 20, except for
one female who was 21. Approximately 67% of the sample was 18 years of age

56

and 21% was 19 years of age. Pearson product-moment correlation coefficients
were obtained between age and media-image conditions, weight-concern
scores, and acceptance of sociocultural values toward appearance. None were
statistically significantly different from zero.
Table 1
Freguencies an~ Percentages for Demogra~hic Variables Broken Down
Condition
Large With Thin
Large Onl~
Demographic
Variable

High

Low

High

Low

AGE

f

%

f

%

f

%

18
19
20
21

8
2
0

19.51
15.38
33.33
0.00

7
2
0
0

17.07
15.38
0.00
0.00

9
3
2
0

9
0
2

19.15
0.00
33.33

9
0
0

19.15
0.00
0.00

1
0

25.00
0.00

0
0

2
1

22.22
25.00
6.25

0
3
7
2

0.00
30.00
24.14
10.00

2

ETHNICITY
Caucasian
Asian
Native
American
Hispanic
Other

BMI
High
Average
Low

9

b~ Media Condition

and SATAQ

Cars
High

Low

Total
~

%

f

%

f

%

f

21.95
23.08
33.33
0.00

7.32
3
1
7.69
1 16.67
1 100.00

9
4
1
0

21.95
30.78
16.67
0.00

5
1
0
0

12.20
7.69
0.00
0.00

41
13
6
1

10
1
3

21.28
33.33
50.00

5
0
0

10.63
0.00
0.00

10
2
0

21.28
66.67
0.00

4
0
1

8.51
0.00
16.67

47 100.00
3 100.00
6 100.00

0.00
0.00

0
0

0.00
0.00

0
0.00
1 100.00

2

0

50.00
0.00

1
0

25.00
0.00

4 100.00
1 100.00

2
4
3

22.22
11.11
18.75

3
9
2

33.34
25.00
12.50

0
2
4

0.00
5.56
25.00

1
9
4

11.11
25.00
25.00

1
3
2

11.11
9 100.00
8.33 36 100.00
12.50 16 100.00

0
0
6
3

0.00
0.00
20.68
15.00

0
2
5
7

0.00
20.00
17.24
35.00

0
2
2
2

0.00
20.00
6.90
10.00

1
2

50.00
20.00
24.14
20.00

1
1
2
2

50.00
10.00
6.90
10.00

f

100.0()
100.00
100.00
100.00

MAGAZINE

>11
6-8
2-5
<2

7

4

Ethnicity. According to self-report of ethnicity, the sample included 47
Caucasians, 3 Asians, 6 Native Americans, 4 Hispanics, and one who identified
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2
10
29
20

100.00
100.00
100.00
100.00

as "other." This ethnic composition is typical of the university where data were
collected. A correlation ratio was calculated, and participants did not vary
statistically significantly by ethnicity in media-image conditions, weight-concern
scores or acceptance of sociocultural values.
Body Mass Index (8Mil. Participants with a BMI between 20 and 25 were
in the average category, participants with a BMI of less than 20 were in the low
category, and participants with a BMI of 26 and over were in the high category.
Approximately 59% of participants were in the average BMI category, 26% in the
low category, and 15% in the high category. Pearson correlation coefficients
found that BMI did not statistically significantly vary by acceptance of
sociocultural values toward appearance or media-body image conditions. BMI
did statistically significantly vary by weight-concern scores (r=.42). Participants
with high BMI also had high weight concern.
Magazines. Self-report revealed how many times a month magazines
were read by participants. One particpant in the high SATAQ, automobile
condition and one participant in the low SATAQ, automobile condition read
magazines more than 11 times a month, which was the highest amount reported.
Most participants read magazines less than two times per month or between two
and five times per month. The frequency of reading magazines per month was
not distributed equally across conditions, and therefore, some conditions had a
greater number of participants with more exposure to magazines than other
conditions. Cosmopolitan was the most often cited magazine that participants
reported reading, with People, Seventeen, and Glamour being close behind.
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The self-report reflects the appropriateness of using Cosmopolitan and Glamour
magazines as the sources for creating the images used in the current study, as
Cosmopolitan and Glamour were often cited by participants.
Protection of Human Subjects
Efforts were taken to protect the privacy and confidentiality of participants
and to comply with the University's Institutional Review Board for Protection of
Human Subjects guidelines. In addition, the ethical standards of the American
Psychological Association (1995) with regard to human subject participation and
research were followed.
Prior to conducting the study, the investigator informed participants of the
general purpose of the study and of the approximate time required for
participation. They also were informed that efforts had been taken to minimize
the risk of loss of confidentiality by not having any identifying information on the
questionnaires and rating sheets they would complete. Participants were
informed that they could stop participating at any time during the study without
penalty. A debriefing was completed for participants that viewed thin-ideal
models to attempt to decrease any discomfort they might have felt as a result of
viewing the models.
All participants in the final analyses were at least 18 years of age. A
signed consent to participate in the study was obtained before any data were
collected. Participants were given the opportunity to learn the results of the
study and were offered a copy of the final results upon request. All participants
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were informed of the purpose of the study after all materials were completed and
collected.
Procedure
The study was conducted in a psychology classroom on a public
university campus in the United States. The classroom had a maximum capacity
of 20 people. Random assignment of participants to the media-body-image
condition took place using a table of random numbers. Each media-body-image
condition had 20 participants, except for the large-size and thin-ideal models
condition that had 21 participants, with a total of 61 participants in the study.
Each condition was run four times with five to eight participants at a time and
took approximately 30 to 45 minutes to complete. Conditions were run over a
time period of 2 weeks. During the first week, each condition was run four times,
and during the second week, each condition was run two times, with all
conditions having an equal amount of morning and afternoon times.
Before the study began, the investigator prepared a packet of materials
containing questionnaires and rating sheets to be given to each participant. A
packet of materials consisted of one large envelope with separate, sealed
envelopes in it that contained a consent form (Appendix B), the demographic
questionnaire (Appendix C), the Sociocultural Attitudes Towards Appearance
Questionnaire (SATAQ; Heinberg, Thompson, & Stormer, 1995), either the
Fashion Preference Questionnaire (Appendix D) or the Car Preference
Questionnaire (Appendix E) depending on the media-body-image condition, the
Body Esteem Scale (BES; Franzoi & Shields, 1984), and the Manipulation Check
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(Appendix F). The smaller envelopes were labeled on the outside with an "A" for
the consent form, "B" for the demographic questionnaire, "C" for the SATAQ, "D"
for either the Fashion or Car Preference Questionnaire, "E" for theBES, and "F"
for the Manipulation Check. To match the questionnaires that each participant
completed, numbers from 1 to 61 were printed on each questionnaire and on
each envelope that contained the questionnaire. Therefore, one packet of
materials contained questionnaires that had the same assigned number.
Upon participants arriving at the psychology classroom on campus, the
investigator gave them a packet of materials and asked them to wait to open it
until instructed. The investigator began the study when either all scheduled
participants had arrived or after 5 minutes of the scheduled time, whichever
came first. To begin the study, the investigator read the Script for Introduction to
the Study {Appendix G). The script included general information about the two
parts of the study, a description of what participants would be doing, and
instructions to not speak to the other participants in the room during the study.
To keep participants from guessing the hypotheses of the study, they were told
that the study had two parts with different purposes. They were told that the
study's purpose for the first part was to examine the relationship among college
students' beliefs and their preferences for advertising products. They also were
told that the purpose of the second part was to obtain a general understanding
of college students' body-image development.
After reading the Script for Introduction to the study, the investigator
asked participants to open the envelope labeled "A" that contained the consent
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form and to complete it. When participants had read and signed the consent
form, the investigator asked them to return it to the large envelope. Then
participants were asked to open the envelope labeled "8" that contained the
demographic questionnaire, complete it, and return it to the large envelope.
Next, participants were asked to open the envelope labeled "C" that contained
the SATAQ, complete it, and return it to the large envelope.
The investigator then asked participants to open the envelope labeled "D"
that contained either the Fashion or Car Preference Questionnaire. Participants
were told that they would be seeing a video of 10 slides, that each slide would
be viewed for 5 seconds, and that in between each slide there would be 15
seconds to rate the slide on the preference questionnaire. These ratings were to
support the cover story and were not used when analyzing the data.
After the brief introduction, the investigator began the video of slides that
lasted for approximately 4 minutes on a television displayed on a transportable
cart at the front of the room. Participants in the large-size models with thin-ideal
models group viewed a video that displayed a succession of 10 slides, each with
a large-size model next to a thin-ideal model. Participants in the large-size
models only group viewed a succession of 10 slides, each with a picture of a
large-size model only. Participants in the neutral images condition viewed a
succession of 10 slides, each with a media image that did not portray any
people. Each image was viewed for 5 seconds, followed by a period of 15
seconds with no images. The timing was standardized by programming the
presentation on a computer. The image was viewed for a shorter amount of time
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than it was viewed in the pilot study due to attempting to keep the total time
needed for participating in the study to a reasonable amount.
During the 15 seconds of no images, participants completed the
preference questionnaire that required them to rate each picture on a Likert
scale of 1 (agree) to 5 (disagree) for preference for the product, with a score of
one meaning the most preference. For the media images with models,
participants were asked to rate statements like "I would buy that outfit." For the
media images in the neutral images condition, participants were asked to rate
statements like "I would buy that car." The investigator instructed participants to
return the Consumer Preference Questionnaire to the large envelope after they
had finished watching the videotape.
After viewing the videotape and rating the images, participants were
reminded that now they were going to complete a questionnaire for the second
part of the study on college students' general body-image development. They
were instructed that they should complete the questionnaire based on how they
felt at the present time. The investigator asked them to open the envelope
labeled "E" that contained theBES, complete it, and return it to the large
envelope.
Lastly, a manipulation check was completed to ensure that participants
did not guess the true hypotheses of the study. The investigator asked
participants to open the envelope labeled "F" that contained the Manipulation
Check, complete it, and return it to the large envelope. Participants wrote what
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they thought the purpose of the first study was and what the purpose of the
second study was.
After the manipulation check, the investigator collected the large
envelopes from each participant. Participants in the large-size only and the
neutral images conditions were done participating in the study. They were given
a Purpose Statement (Appendix H) explaining the purpose of the study and how
their participation contributed to the study. The participants in the large-size
with thin-ideal models condition were read and given a Debriefing Statement
(Appendix I). The statement included an explanation of the purpose of the
study, how they had contributed by participating, what effects they may
experience as a result of viewing thin-ideal models, and a referral to the
counseling center on campus. All participants were asked not to discuss the
study with anyone for 2 months, as discussing it would contaminate the results
collected from future participants.
Material Development
Twenty pictures of large-size models and 20 pictures of thin-ideal models
from Glamour, Cosmopolitan, and Mode magazines were used to create the
slides that were seen on a videotape. The investigator chose Glamour and
Cosmopolitan magazines on the presumption that they are read often by
college-age students, and the investigator chose Mode magazine to get a
representation of average to large-size models as the other two magazines do
not typically include average and large-size models. Glamour and Cosmopolitan
were the magazines that participants in the current study most often cited as
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having read. The investigator chose pictures of models who appeared to be
underweight for use as the thin-ideal models and pictures of models who
appeared to be overweight for use as the large-size models. The investigator
chose models who appeared to be underweight using the criteria for low bodymass index. The investigator used the criteria for average and high body-mass
indexes to chose models who appeared to be overweight. The 40 pictures that
were chosen were scanned and put on a videotape for the pilot study. Each
picture was shown for 10 seconds, resulting in approximately a 7-minute
videotape.
The investigator conducted the pilot study to ensure that media-body
images were chosen by the investigator that reflected overweight and
underweight models who are attractive. Convenience sampling was used to
recruit participants from an Introduction to Psychology class at a 4-year
university in Southern California. The investigator attended class on one
occasion to complete the pilot study during class time, and anyone in the class
who wanted was allowed to participate. All students in the classroom chose to
participate. Participation in the pilot study consisted of viewing the 7-minute
videotape and rating each model on two statements as the model was viewed.
First, the investigator read a script (Appendix J) that gave a brief introduction
about the purpose for the study and what participants would be required to do.
Then the consent form (Appendix K) with the Model Rating Sheet (Appendix L)
stapled to it was handed out. Students were asked to read and sign the consent
form if they wanted to participate. After consent forms were signed, the
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investigator instructed participants to rate the two statements on the Model
Rating Sheet for each model as they viewed the model. Participants rated each
statement from 1 (Very Underweight) to 5 (Very Overweight) for statements
regarding thinness. An example of the statement on the Model Rating Sheet
that was rated for weight included "How thin is this model?" Participants also
rated a statement for attractiveness from 1 (Very Attractive) to 5 (Very
Unattractive). An example of the attractiveness statement included "How
attractive is this model?" After the instructions, the investigator began the video.
When the video was finished, the investigator thanked the students for
participating and handed out an Information Sheet (Appendix M). The
Information Sheet included the purpose for the pilot study, how the information
they gave would be used, and a contact number in case they have questions
later about the study.
lnterrater agreement was used to assess which models were seen to be
attractive and either underweight or overweight. Of the 40 pictures of models,
10 pictures of thin models and 10 pictures of overweight models were chosen to
create the videotape for the large-size-models with thin-ideal models condition.
The same pictures of overweight models were used to create the videotape for
the large-size models only condition. The investigator chose pictures to use in
the final study based on the pictures that had the highest interrater agreement
using the Model Rating Sheet. The results for interrater agreement are shown in
Table 2. For the large-size models, agreement on weight was considered if
participants answered normal weight to very overweight, and agreement on
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weight was considered for thin-size models if participants answered underweight
or very underweight. Models rated as normal weight were considered for use as
large-size models because the purpose of the study was to compare effects of
average and large-size models with effects from thin-ideal models. Agreement
on attractiveness was considered for both sizes of models if participants
answered average to very attractive. As seen in Table 2, the pictures of large
models had higher interrater ratings for attractiveness (range from 75 to 91%)
than did pictures of thin models (range from 60 to 89%). The pictures of large
models also had higher interrater agreement for weight (range from 89 to 100%)
than did pictures of thin models (range from 71 to 98%).
Table 2
lnterrater Agreement of Large al)~ Thin Models for Attractiveness and Weight
Large Models
Thin Models
Picture#
% Attractive
% Weight Picture #
% Attractive
% Weight
1
89
97 11
64
95
89
89 12
89
71
2
3
89
97 13
77
73
4
84
98 14
71
80
5
75
100 15
77
91
75
98 16
84
80
6
91
100 17
77
84
7
100 18
80
75
84
8
86
98 19
60
98
9
80
100 20
86
93
10
The investigator chose 10 pictures of automobiles from magazines to
scan and put on a video for the neutral-images condition. No pilot test was
completed for these pictures.
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Instrumentation
Participants completed a demographic questionnaire. Demographics on
weight, height, ethnicity, and names of magazines and time-spent reading
magazines were included. Time magazines were read was considered to be
how many times a month an individual sat down to read or look through a
magazine. The number of magazines and time-spent reading magazines were
used to assess participants' amount of exposure to thin-ideal models.
Participants' weights and heights were converted into a body-mass index. The
formula used to determine an individual's BMI is weight in kilograms divided by
the square of height in meters.
Listed below are the instruments that were used in the study. The
measure of sociocultural attitudes toward appearance was used to assign
participants to the acceptance of sociocultural attitudes toward appearance
condition. The measure of weight concern was used as the dependent variable.
Sociocultural Attitudes Towards Appearance Questionnaire (SATAQ;).

The Sociocultural Attitude Towards Appearance Questionnaire (Heinberg,
Thompson, & Stormer, 1994) was developed to assess women's recognition and
acceptance of the standards of appearance accepted and promoted by society.
It consists of 14 statements that respondents are required to rate from 1
(completely disagree) to 5 (completely agree). High scores indicate high
awareness and acceptance of society's standards of appearance. The
questionnaire has a 6-item Awareness subscale and an 8-item Internalization
subscale. Items 4, 6, 10, and 12 are reverse scored. The current study used
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the Internalization subscale to assess participants' amount of acceptance of
sociocultural values toward appearance. The Internalization subscale consists
of items 1 to 5, 7, 13, and 14. A median split of the total possible score was
used to create groups that were high and low on acceptance of these values.
The range of scores on the Internalization subscale is from 8 to 40, and the
median split was 24. Therefore, participants scoring 24 and above were
considered to have a high acceptance, and those scoring below 24 were
considered to have a low acceptance. Examples of statements on this subscale
include "t beJieve clothes look better on thin models" and "I tend to compare my
body to people in the magazines." The Internalization subscale has been
shown to have satisfactory reliability (coefficient alpha= .88) when used with
150 female undergraduate students (Heinberg, Thompson, & Stormer, 1995).
The subscale also has been shown to have evidence of convergent validity
(range= .36 to .61, statistically significant at .051evel) when 162 female
undergraduate students completed the subscale and six other existing measures
of body-image disturbance (Heinberg et al., 1995).

Body Esteem Scale (BES). The Body Esteem Scale (Franzoi, & Shields,
1984) is a 35-item questionnaire developed to assess how people feel about
their bodies. A factor analysis indicated that three factors emerged for males
and females. These factors are (a) Physical Attractiveness (PA) for males or
Sexual Attractiveness (SA) for females, (b) Upper Body Strength (UBS) for
males or Weight Concern (WC) for females, and (c) Physical Condition (PC) for
both males and females. The current study used the Weight Concern subscale
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to measure participants' postmanipulation concern with their weight. The Weight
Concern subscale consists of items 2, 8, 10, 14, 16, 23 to 25, 29, and 35. The
respondents rate the items for how strong they feel about a part of their body on
a rating scale ranging from 1 (Have strong negative feelings) to 5 (Have strong
positive feelings). Examples of body parts that are rated on the Weight Concern
subscale include "waist" and "thighs." Total Weight Concern subscale scores
can range from 10 to 50, with lower scores signifying more concern with weight.
For this study, the investigator asked participants to focus on their current affect
when responding to the scale items. The Weight Concern subscale has shown
satisfactory reliability (coefficient alpha= .87) when used with 366 female
undergraduate students (Franzoi & Shields, 1984). Evidence of convergent
validity has not been found, although discriminant validity has been shown as
the subscale was able to differentiate between 11 anorexics and 88
nonanorexics (Franzoi & Shields, 1984). On average, anorexics scored one
standard deviation above nonanorexics on the Weight Concern subscale, and
this difference was statistically significant at the .05 level of significance.
Data Analysis
Mean differences in weight concern from the levels of acceptance of
sociocultural attitudes toward appearance groups and from the media-body
images groups were examined using a two-way analysis of variance. The
results from the analysis of variance (ANOVA) determined whether there was a
main effect between both level of acceptance of sociocultural attitudes toward
appearance and weight concern, and media-body images and weight concern.
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The AN OVA also determined whether there was an interaction between
acceptance of sociocultural attitudes toward appearance, media-body images,
and weight concern.
The data from the manipulation check to see if participants guessed the
hypothesis also was analyzed. Two groups were formed. One for those
participants that guessed the hypothesis and one for those that did not. The
data were analyzed to determine if there were differences on the dependent
variable between these two groups.
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Chapter IV

Results
The purpose of the study was to examine the effects of media-body
images and sociocultural values toward appearance on college women's weight
concern. The research focused on two variables: sociocultural attitudes toward
appearance (high acceptance or low acceptance) and media-body images seen
(thin-ideal and large-size models, large-size models only, or images of
automobiles). All participants completed a measure of sociocultural attitudes
toward appearance and then were in one of the three media body-image
experimental groups.
The means and standard deviations of participants' weight-concern
scores in each experimental group can be found in Table 3. A previous study
found that college women's weight-concern score on average was 22.90
(S0=8.2; average of weight concern score has been reverse scored for
comparisons with current study's averages that have been reverse scored;
Franzoi & Shields, 1984). The current study's average weight concern for all of
the participants is very similar at 24.87 (S0=9.52). On average, weight concern
is higher for participants in the high sociocultural attitudes toward appearance
(SATAQ) group than for participants in the low SATAQ group. Weight concern
is also higher on average for participants that saw either a large-size model only
or a thin-ideal model with a large size-model in comparison with participants who
viewed slides of automobiles. Variability is smallest for the large-size only, high
SATAQ group and largest for the cars, high SATAQ group.
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Table 3
Means and Standard Deviations of Weight Concern for Participants in Each
Condition
Condition
SATAQ
Statistic
Total
TL
L
High
n
12
14
40
14
Mean
27.67
26.21
30.50
28.15
8.95
10.50.
SD
4.85
8.40
Low
n
9
6
21
6
Mean
20.89
12.00
21.83
18.62
SD
8.15
8.57
5.80
8.48
Total
21
20
n
20
61

c

Mean
24.76
24.95
24.90
24.87
SD
9.08
10.03
9.95
9.52
Note. Weight-Concern Score has been reverse scored; TL = Thin and Largesize models, L =Large-size models only, C =Automobiles, High= score on
SATAQ greater than 24, Low = score on SATAQ less than 24.
Displaying group medians, quartiles, and extreme values, the Box-andWhiskers plots found in Figure 1 provide a graphical picture of weight-concern
scores for participants in the six experimental groups. Each box represents the
interquartile range that contains 50% of the scores obtained by participants in
each group. The median line within the interquartile range is higher and has a
smaller range for the three experimental groups with high SATAQ (range of
median is 30.00 to 30.50) than the groups with low SATAQ (range of median is
13.50 to 24.50). As can be seen by a smaller box, participants in the large-size
only, low SATAQ group had a lower range of weight-concern scores than the
other groups, with most of their participants scoring within six points of each
other. The two circles in Figure 1 mark the two outliers found that extend past
the lower whiskers of the box plots, although no extreme values were found in
the groups. The outliers mean that both the large-size only, low SATAQ and the
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automobile, low SATAQ groups had one participant who scored less than 25%
below the other participants in their group. The participant in the large-size only,
low SATAQ had a score of one for weight concern and the participant in the car,
low SATAQ group had a score of six for weight concern. Both of these
participants' scores were very low in comparison with the other participants in
their experimental group.
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Abbreviations of conditions: TL= Large-size and thin-ideal models, L= Largesize models, C =Automobiles, High= score on SATAQ greater than 24, Low=
score on SATAQ less than 24.
Figure 1. Box and Whisker Plots of Weight Concern for Participants in Each
Condition.
Manipulation Check
A breakdown of how many participants in each experimental group
guessed the hypothesis is shown in Table 4. There were more participants in
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the high SATAQ groups than in the low groups who guessed the hypothesis.
More participants partially guessed in the large-size and thin-ideal model groups
(for both high and low SATAQ) than in the other groups possibly because
viewing both thin and large models gave more clues to the hypothesis than the
large-size only or neutral image groups. Over half of the participants did not
guess the hypothesis, whereas approximately 26% of participants partially
guessed and 18% of participants guessed. When the distribution of hypotheses
guessed was compared across experimental groups, there was not a difference
that was statistically significant,

x

2

(N=61, 9.28). Also when compared across

SATAQ groups, there was not a difference that was statistically significant,

x (N=61, 1.57).
2

Table 4
Number and Percentages of Participants Who Guessed the Hypothesis in Each
Condition
H~~othesis Guessed
No
Partial
Yes
Total
Condition
f
%
%
f
f
%
%
f
LT High
4
50.00
33.33
2
16.67
6
12 100.00
LTLow
4
44.44
44.44
4
1
11.12
9 100.00
L High
7
21.43
50.00
3
4
28.57
14 100.00
Llow
4
66.66
1
16.67
1
16.67
6 100.00
CHigh
10
71.43
7.14
1
3
21.43
14 100.00
CLow
5
83.33
16.67
0
0.00
1
6 100.00
Total
34
26.23
11
18.03
55.74
16
61 100.00
Abbreviations of conditions: LT= Large-size and thin-ideal models, L= Largesize models, C =automobiles; High= score on Sociocultural Attitudes Towards
Appearance Questionnaire (SATAQ) greater than 24, Low= score on SATAQ
less than 24.
An analysis of variance (ANOVA) was completed to determine whether
~~~~~~ t~f ~¥P~tp,~is affected how participants scored on a measure of
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weight concern and results can be found in Table 5. The assumptions for an
ANOVA were met. The observations were independent, skewness and kurtosis
values were tested for deviation from the normal distribution and were not found
to be statistically significant, and population variances were found to be equal.
The results of the ANOVA indicate that the weight-concern score of participants
did not vary statistically significantly by whether or not they guessed none, some
or all of the hypothesis, F(2) = 2.11.
Table 5
Analysis of Variance Results for the Manipulation Check for Hypothesis
Guessed
-----·------···---·----···-·---·--·
Type Ill
Source
Sum of
df
Mean
F Eta Square
Sguares
Sguare
Group
2.11
.07
369.25
2
184.62
87.41
Error
5069.70
58
Total
60

The means and standard deviations of participants' weight concerns by
hypothesis conditions are presented in Table 6. Although the results were not
statistically significant, participants who did guess the hypothesis scored higher
on weight concern on average than those participants who partially guessed and
those who did not guess.
Table6
Means and Standard Deviations of Participants' Weight Concerns by Hypothesis
Conditions
. Whether H¥_Pothesis Was Guessed
Yes
No
Partially
Total
Statistic
23.35
25.97
24.56
30.00
Mean
7.36
11.31
8.89
9.19
34
n
11
16
61
-----·--------------~--------------------------------------

so

76

Relationship Between Demographic Variables and Dependent and Independent
Variables
Analyses using Pearson product-moment correlation coefficients were
computed to determine the relationships between the demographic variables
and dependent and independent variables. Correlation coefficients between the
demographic variables, and weight concern, media images seen, and SATAQ
are presented in Table 7.
Table 7
Correlations Between Demographic Variables and Dependent and Independent
Variables

-----~------·-------------------------·-------·-~·

"----"----··

Demographic

Amount of
Variable
Bodx Mass Index
Age
Magazines Read .
SATAQ
.16
.03
.03
Media Image
-.14
-.02
.07
Wei~ht Concern
.42*
..
.09
-.04
*Correlation is statistically significant at the .01 level (2-tailed); Weight Concern
subscale has been reverse scored.
Analyses were completed to determine whether age, body-mass index, or
amount of magazines read affected scores on the SATAQ. Body-mass index
and age were found not to have a statistically significant relationship with
SATAQ scores. Therefore, individuals of all ages and body-mass indexes can
have high or low SATAQ scores. The amount of magazines read also was found
not to have a statistically significant relationship with SATAQ scores. How much
an individual reads or does not read magazines does not influence how much an
individual will accept sociocultural attitudes toward appearance.
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Additional analyses were completed to determine the relationship
between body-mass index, age, amount of magazines read, and what media
image was viewed. None of these relationships were found to be statistically
significant. What age an individual was, what the body-mass index of an
individual was, and how much an individual read magazines did not vary with
what media image they viewed.
The relationship between weight concern and body-mass index, age, and
amount of magazines read also were analyzed. Age and amount of magazines
read was found not to have a statistically significant relationship with weight
concern. Individuals' weight concerns were not influenced by age or the amount
of magazines read. The relationship between weight concern and body-mass
index is statistically significant (r = .42). As individuals body-mass index
increased, their amount of weight concern also increased. Body-mass index
could be a confounding variable but other results suggest this is not the case,
because body-mass index did not vary with what SATAQ or what media-image
experimental group participants were in.
Research Hypotheses
A two-way AN OVA was completed to determine whether the results of the
study's hypotheses were statistically significant. Results of the ANOVA can be
found in Table 8.
Assumptions for an ANOVA were met. The observations were
independent, skewness and kurtosis values were tested for deviation from the
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normal distribution and were not found to be statistically significant, and
population variances were equal.
Table 8
ANOVA Results for Effects of Media-body Image and SATAQ on College
Women's Weight Concern
Type Ill
Sum Of
Mean
Eta
Source
Df
F
Sguares
Sguare
Sguared
SATAQ
1311.65
1311.65
19.58**
1
.26
Media
98.98
0.74
2
49.49
.03
SATAQX
487.98
3.64*
2
243.99
.12
Media
Error
3684.25
55
66.99
*Statistically significant at .05 level; **statistically significant at .01 level.
Research hypothesis 1. College women who view large-size with thinideal models will have more weight concern than those who view large-size
models and neutral images.
The results of the ANOVA (Table 8) reveal that the main effect of media
images on weight concern was not statistically significant. Participants who saw
thin-ideal and large-size models, large-size models only, or neutral images did
not have statistically significant different weight-concern scores on average.
What image participants viewed did not have an influence on participants'
weight-concern scores.
Research hypothesis 2. College women who have a high acceptance of
sociocultural values toward appearance and who view large-size models will
score higher on weight concern than college women who have a low level of
sociocultural values toward appearance. The main effect and the interaction of
hypothesis two are addressed separately in the following paragraphs.
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Regarding sociocultural values, the results (see Table 8) revealed that
the main effect of sociocultural values on weight concern is statistically
significant. Individuals with a low acceptance of sociocultural attitudes toward
appearance (SATAQ) have lower weight concern on average than individuals
with a high acceptance (see Table 3). The reverse is also true. Individuals with
high acceptance of SATAQ have higher weight concern on average than
individuals with a low acceptance. Acceptance of sociocultural attitudes toward
appearance explains approximately 26% of the variation in weight-concern
scores (see Table 8).
Regarding the interaction between images seen and sociocultural values
on weight concern, the results showed that the interaction is statistically
significant (see Table 8) and can be seen visually in Figure 1. When comparing
SATAQ groups who viewed large-size models only, participants with low
acceptance of SATAQ had the lowest weight concern on average, whereas
participants with high acceptance had the highest weight concern on average.
The results indicate that viewing large-size models leads to lower weight
concern on average for individuals with a low acceptance of SATAQ but can
lead to higher weight concern on average for individuals with a high acceptance
ofSATAQ.
Similar to large-size models affecting individuals differently based on their
acceptance of sociocultural attitudes, viewing neutral images and large and thin
models also was found to affect individuals differently based on their acceptance
of sociocultural attitudes. Participants with low acceptance of SATAQ had
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higher weight concern on average after viewing neutral images and images of
thin and large models than did participants with high acceptance. Participants
with a high acceptance had lower weight concern on average after viewing
neutral images and images of thin and large models. The results indicate that
viewing neutral images and images of thin models with large models leads to
lower weight concern on average for individuals with a high acceptance of
SATAQ but can lead to higher weight concern on average for individuals with a
low acceptance of SATAQ. The interaction between media-body images and
acceptance of sociocultural attitudes explains approximately 12% of the variation
in weight-concern scores.
Summary of Findings
A manipulation check to determine whether guessing the hypothesis
affected the results of the study revealed that whether participants guessed the
hypothesis did not affect how they responded in the study. Although not a
statistically significant difference, participants on average had higher weight
concern when they guessed the hypothesis as opposed to when they partially
guessed or did not guess (see Table 6).
Analyses of the relationship between the demographics and weight
concern, acceptance of sociocultural attitudes, and media images viewed
revealed only one statistically significant relationship. Body-mass index was
found to have a statistically significant relationship with weight concern. The
results indicated that individuals weight concern increased as their body-mass
index increased.
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The first research hypothesis is not supported by the results. There is no
main effect for media images seen. Individuals who saw thin-ideal and largesize models, large-size models only, or neutral images did not have statistically
different weight-concern scores on average.
The second research hypothesis is supported by the results. The
interaction between images seen and sociocultural values is statistically
significant. The results indicated that viewing large-size models is positive on
average for individuals with low SATAQ but can lead to higher weight concern
on average for individuals with high SATAQ. The results also indicated that
viewing neutral images and images of thin models with large models is positive
on average for individuals with high acceptance of sociocultural attitudes toward
appearance, but can lead to higher weight concern on average for individuals
with a low acceptance of sociocultural attitudes toward appearance.
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ChapterV
Discussion
This chapter contains a discussion of the results generated by the
research hypotheses, limitations of the study, implications of the findings, and
recommendations for future research. The study had two purposes. First, data
were collected to investigate the effects of media images on college women's
concern with weight. Second, data were analyzed to investigate the effects of
an interaction between media images and acceptance of sociocultural values
toward appearance on college women's concern with weight.
The study used an experimental design. The dependent variable was
weight concern, and the independent variables were media images and
acceptance of sociocultural values toward appearance. All participants
completed a questionnaire to determine their level of acceptance of sociocultural
values (high or low) and then viewed one of the media-image conditions (largesize and thin-ideal models, large-size models only, or neutral images of
automobiles).
Participants were assigned randomly to a media-body image condition
and groups were equal, except for the large-size with thin-ideal models group
who had one more participant than the other two groups due to having an odd
number of participants. Participants were assigned to a level of acceptance of
sociocultural values based on their scores on a questionnaire. Due to assigning
participants in this way, there were not an equal number of individuals in the
high and low acceptance groups. There were many more individuals in the high
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acceptance of sociocultural values toward appearance group. Having more
individuals in the high acceptance group was expected as sociocultural values
toward appearance is highly rewarded in society and messages for values
toward appearance are prominent.
Discussion of Relationship Between Demographic and Independent Variables
Analyses showed there were no relationships between age, body-mass
index, or amount of magazines read and acceptance of sociocultural values
toward appearance. It was expected and found that women of all ages and
body-mass indexes can have a high acceptance of sociocultural values.
Sociocultural values toward appearance are prominent in society and messages
about these values can come from many places, including peers, family, media,
and authorities. It was not expected that there would be no relationship between
amount of magazines read and acceptance of sociocultural values, as it is
logical that reading magazines, a medium for teaching and creating messages
about sociocultural values, would increase individuals' level of acceptance of
these values. The lack of relationship could mean that magazines are not
portraying many messages about sociocultural values toward appearance,
although this explanation is highly doubtful considering that women's magazines
have been found to have a high number of messages about losing weight
(Silverstein, Perdue, Peterson, & Kelly, 1986). An additional explanation is that
women are comparing themselves less with images in magazines than they used
to, although this explanation also is doubtful because college women have
reported recently that they would like to look like the thin models in magazines
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(Richins, 1991). It could be that women are instead comparing themselves to
images on television, billboards, or store mannequins. The most likely
explanation is that the amount of magazines read is not critical but what is
important is whether individuals compare themselves with the images in
magazines. How often individuals compare themselves with media images in
magazines might be a better way to measure the link between magazines and
sociocultural values toward appearance.
Individuals' weight concerns were not influenced by age or amount of
magazines read but rather by body-mass index. Regardless of amount of
magazines read, individuals of all ages can have high weight concern. This is
frightening when considering that concern with weight can lead to dieting which
in turn can lead to developing an eating disorder, leaving women of all ages at
risk for developing an eating disorder. Body-mass index and weight concern
were found to have a relationship, with individuals of higher body-mass indexes
having higher weight concern. Women who are heavier are sometimes faced
with more pressure to lose weight and look good than women who are not as
heavy because obesity is associated with negative stereotypes ( Dion,
Berscheid, & Walster, 1972; Eagly, Ashmore, Makhijani, & Longo, 1991 ). It
makes sense that the heavier individuals are, the more weight concern they will
have because of the additional pressures they have to lose weight.
Discussion of Research Hypotheses
The following paragraphs discuss the results of the current study broken
down by research hypotheses.
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Research Hypothesis 1. The results for the analysis of variance (ANOVA)
suggest that media images do not affect college women's concern with weight.
The results are similar to results from previous research on the topic of media's
affect on women. Posavac, Posavac, and Posavac (1998) exposed women to
either slides of fashion models or automobiles and then measured their body
dissatisfaction. The results did not find a main effect for media-image condition
and body dissatisfaction. Women's body dissatisfaction was not affected by the
media-image condition they were in. The results from both these studies
suggest that the media does not influence women's concerns either with their
weight or with body dissatisfaction.
There have been other studies, however, that showed evidence of media
images affecting individuals. Crouch and Degelman (1998) found that college
women exposed to an attractive, thin model rated themselves as less attractive
than college women exposed to altered, overweight models. Another study also
found that college students rated themselves as being more dissatisfied with
their bodies after exposure to pictures of thin individuals and more satisfied after
exposure to pictures of overweight individuals (Ogden & Mundray, 1996). These
results suggest that media images do affect women's views of their body and are
opposite from the results of the current study.
The lack of support for media images influencing women's weight concern
in the current study can be explained in many ways. It is possible that the slides
were not shown long enough to significantly affect participants' concern with
their weight. It is also possible that the type of measure being used was not able
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to discern the affect the media images had on participants. The current study
used a Likert scale to rate how individuals perceived their body parts, and it may
not have been sensitive enough to measure the effects of media on women's
weight concern. Previous researchers who have found evidence indicating that
media images do affect women have used self-rating scales, which may be a
more sensitive way of measuring media's effects. An additional possibility may
be that the images themselves were not appropriate. Images were chosen that
had the most interrater agreement on weight and attractiveness, with the least
agreement being 60%. It is possible that the images used were not perceived by
participants as either attractive or thin and large, and therefore, were not
appropriate to elicit weight concern. Another explanation could be that recent
efforts to educate women on rejecting messages from the media about
appearance has led to women feeling uncomfortable in admitting discomfort with
themselves and their bodies. In the current study, women may have answered
dishonestly due to the strong cues of what the questionnaires were asking. It is
reasonable to conclude that the manipulation check would have discerned how
participants knowing the hypotheses affected their results, but it is possible that
participants did not answer the manipulation check questionnaire honestly.
Follow-up interviews could help to detect whether women are uncomfortable with
admitting discomfort with their body and weight. Another explanation for the lack
of results is that media may play a role in affecting women's weight concern but
it may do so indirectly. Presentation of media may affect weight concern through
other variables, like pressure from family or peers to accept values presented in
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the media or a high acceptance of sociocultural values toward appearance.
Although there are many alternative explanations for the results, it is also
possible that the media do not affect women's weight concern and only
additional research can further the knowledge about media's effects.
Research Hypothesis 2. The results for the ANOVA suggest that
acceptance of sociocultural values toward appearance (SATAQ) does interact
with media images to affect the weight concern of women. Although viewing
large-size models is positive on average for individuals with low SATAQ, it can
lead to higher weight concern for individuals with high SATAQ. On the other
hand, viewing large-size with thin-ideal models and viewing neutral images is
positive on average for individuals with high SATAQ, but it can lead to higher
weight concern for individuals with low SATAQ. Therefore, women with high
acceptance of SATAQ have more weight concern after viewing large-size only
models and less after viewing large-size with thin-ideal models, and women with
low acceptance of SATAQ have more weight concern after viewing large-size
and thin-ideal models and less after viewing large-size only models.
The results of the current study are similar to results from previous
studies that found an interaction between acceptance of sociocultural values or
body dissatisfaction and media-body images viewed. Posavac et al. ( 1998)
found that women already dissatisfied with their bodies had more weight concern
after viewing images of a thin-ideal model than after viewing control images.
They also found that women already satisfied with their bodies were not affected
differently by thin-ideal models versus control images. Another study found that
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women high on body image disturbance and high on sociocultural
awareness/internalization of appearance values were more depressed after
viewing a video about appearance as opposed to a video not about appearance
(Heinberg & Thompson, 1995). The results of the current study and the two
previous studies mentioned suggest that women are affected differently by
media images depending on their sociocultural awareness/internalization of
appearance values and their initial level of satisfaction with their bodies.
From Social Comparison Theory (Festinger, 1954), it was expected that
women with high and low acceptances of SATAQ would respond differently on
weight concern depending on what media-body image that they viewed. The
results, however, were not expected to be in the direction that they were. For
women with high acceptance of SATAQ, viewing large-size only models led to
higher weight concern and viewing large-size with thin-ideal models led to lower
weight concern, the opposite of what was expected according to Social
Comparison Theory. Although the results were not expected from Social
Comparison Theory, they can still be explained using the theory. According to
the theory, being forced to compare the self to a different other leads to a sense
of inadequacy (Festinger, 1954). In the current study, participants with a high
acceptance of SATAQ viewed large-size only models and perceived them as
different from themselves, which led to increased weight concern. When
participants viewed thin-ideal with large-size models they perceived the largesize model in comparison to the thin-ideal model as closer to the self, which
decreased weight concern. Instead of priming the comparison with the social
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category of the thin-ideal, the presence of the large-size model in contrast to the
thin-ideal model gave women with high acceptance of SATAQ a representation
in contrast to the social category and led to decreased weight concern. For
women with high acceptance of SATAQ, viewing a large-size model can produce
positive effects when viewed with a thin-ideal model but not when viewed alone
due to social comparison processes.
The results of participants with low acceptance of SATAQ also can be
explained using Social Comparison Theory. Women with a low acceptance of
SATAQ had more weight concern after viewing large-size with thin-ideal models
than after viewing large-size only models. This leads to the assumption that it is
the addition of viewing a thin-ideal model with a large-size model that led to
higher weight concern for women with low acceptance of SATAQ. Social
Comparison Theory indicates that women with low acceptance of SATAQ
perceived themselves to be different from the thin-ideal models and did not
relate to the large-size model in comparison with the thin-ideal model, which led
to an increase in weight concern. The theory also would say that women with a
low acceptance of SATAQ are not invested in looking like the socially accepted
and valued thin-ideal model and, therefore, should not have had higher weight
concern after comparing themselves with the thin-ideal, but the results suggest
differently. It is possible that the SATAQ measure was not sensitive enough to
truly represent a value for women's investment in looking like the socially
accepted thin-ideal model. It is also possible that some women do not feel
comfortable admitting to accepting sociocultural values toward appearance. Due
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to the strong cues of what is being measured on the SATAQ, women who really
accept sociocultural values toward appearance but are uncomfortable admitting
so score low on SATAQ when a high score might actually be more accurate for
them. It could be that women who are uncomfortable admitting they accept
sociocultural values are the most invested in looking like the thin-ideal body type
and, therefore, that is why they compare themselves with the thin-ideal model
instead of the large-size model when both are available for comparison. For
women with low acceptance of SATAQ, viewing large-size models has positive
effects, except when thin-ideal models are viewed with large-size models due to
social comparison processes.
The current study's results that both women with a low acceptance of
SATAQ and women with a high acceptance of SATAQ are affected differently
depending on the media image viewed represent an initial finding. Previous
studies focused on comparing how women responded to thin-ideal models,
large-size models, and neutral images. The present study's addition of
comparing how women were affected by viewing a large-size model with a thinideal model has not been done previously. Prior research concluded that
women who view thin-ideal images in the media are affected negatively (Irving,
1990; Posavac, et al., 1998; Stice & Shaw, 1994), and women who view largesize models are affected positively (Morse & Gergen, 1970; Posavac et al.,
1998). As the current study's results suggest, it is not that simple. Viewing
large-size models was positive for women with a high acceptance of
sociocultural values toward appearance only when the thin-ideal models also
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were viewed. Viewing large-size models was positive for women with a low
acceptance of sociocultural values toward appearance only when viewed without
the thin-ideal models.
Limitations of the Study
There are several limitations of the current study that should be
recognized. One limitation is the amount of media exposure that participants
received. In the real world, people are constantly being exposed to images of
society's standard of beauty. Individuals in the current study were only exposed
to media-body images for approximately 50 seconds, which may not have been
enough to elicit a true representation of how media-body images affect women's
weight concern.
A second limitation is the fact that participants did not take a measure of
SATAQ before being assigned randomly to a media-body image condition. It
was decided not to do this because of possible attrition and time commitments
that would require participants coming to the study on two different occasions.
In addition, SATAQ was of lesser interest to the researcher than further
exploring the effects of media-body images. As a result, there were not equal
numbers of participants with high and low acceptance of SATAQ in each mediabody image condition, and sometimes the numbers in each condition were small.
A third limitation has to do with the questionnaires used. Past studies that
have found evidence for increased weight concern after exposure to thin-ideal
models in the media have used self-report scales, whereas the current study
used a likert-scale. A likert-scale may not be an appropriate measure to discern
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the affects of media images on weight concern. In addition, the questionnaire
used to measure sociocultural values toward appearance may not be a measure
of true acceptance of these values. For instance, "I do not wish to look like the
models in magazines" may measure whether a person thinks they want to but
not whether they actually do. The SATAQ may only be measuring perceptions
and not actual behaviors when actual behaviors may be a better representation
for how strongly a person accepts sociocultural values toward appearance.
Finally, the use of college women in the study limits the generalizability of results
to a larger population of women.
Implications of the Findings
Media-body images can leave women feeling pressured to live up to the
socially accepted standard of beauty that is currently a thin-ideal body type. An
effort has been made by some forms of media to include large-size models for
the purpose of decreasing pressure that women feel after comparing themselves
with thin-ideal models. The current findings suggest that adding large-size
models is not beneficial to all women and may in fact lead to more weight
concern in some cases. The complex findings make it difficult for recommending
which images should appear in the media. Continued use of large-size models
eventually could change the current socially accepted thin-ideal body type to a
larger, more common representation of the average woman in today's society.
The new socially accepted body type then also should change the body type
women strive for to a body type that is more similar to themselves, and,
therefore, the comparison would not create a sense of inadequacy and
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increased weight concern. In theory, long term use of large-size models should
produce decreased weight concern for all women, but, as seen by the current
results, short term use of large-size models actually produces increased weight
concern for some women.
The current study also found that level of acceptance of sociocultural
values toward appearance can determine whether or not viewing large-size
models will increase or decrease women's weight concern. Since changing
media images may not work to decrease weight concern for some women, it is
important that other measures be taken. Women would feel less failure and
anxiety if they just could learn to accept their bodies and their weights. Therapy
is one setting that can work toward the goal of women accepting and feeling
good about their bodies, despite any number of pressures they may encounter to
feel the opposite.
In addition to therapy, education is a tool that can be used to further
women's acceptance of their bodies and weights. Previous research has
examined educational programs and found them to be effective in teaching
college students how to contest media messages about body images (RabakWagener, Eikhoff-Shemek, & Kelly-Vance, 1998). Women can be taught to look
for messages about body images in the media and to question them. Education
can also be offered on sociocultural values toward appearance and how they
relate to the pressure to meet societal standards of how to look. Examples of
how accepting sociocultural values toward appearance leads to a narrow view of
the world can be given. For instance, often messages about sociocultural
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values toward appearance depict that a woman is more successful and less lazy
if she has a body similar to the thin-ideal body image. Education can be
provided to show that many average weight and large-size women are
successful and not lazy, and can change both how individuals feel about
themselves and how they treat others. People that do not fit the thin-ideal body
image will have models that allow them to feel good about their bodies.
Individuals with high acceptance of sociocultural values toward appearance and
therefore those that may believe the most that "thin is better" can change their
beliefs through education to "every size is good." In the long term, people who
used to believe "thin is better'' will treat better people who do not have bodies
similar to the thin-ideal body image.
An important population to reach with education is new or soon-to-be
parents. Some researchers have suggested that earlier education prevention
programs will be the most successful (Levine, Smolak, & Schermer, 1996). The
earliest time to begin an education program would be for children who are
infants or in the womb, and the people to reach would be the parents. Parents
can be taught about the development of eating disorders and how sociocultural
values and media play a role. They can be given strategies to combat
sociocultural values and media messages. Parents can then teach and raise
their children using these strategies. The early education prevention programs
can be a small part of routine education that new parents receive after the birth
of their child and while they are still in the hospital.
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The current findings suggest that changing media images to include
large-size models may decrease weight concern for some women, but not all.
Other measures need to be taken to counteract the increased weight concern
some women have after viewing large-size models. Education and therapy are
tools that can be used to decrease weight concern among women.
Recommendations for Future Research
As this is the first study to investigate the context in which large-size
modets are viewed either alone or with thin-ideal models, a replication study
should be done. A replication study with the same design and a larger number
of participants would give greater clarity to the interpretation of how media-body
images and sociocultural values toward appearance affect women's weight
concerns. Future researchers are encouraged to administer longer exposure to
media images to closer imitate the exposure that occurs in the real world.
Researchers also are encouraged to administer the SATAQ prior to randomly
assigning participants to the media-body image conditions, and to employ
matching techniques for assignment into media-body image conditions in order
to ensure equal numbers of the two levels of SATAQ participants in each
experimental group. In addition, measuring how often individuals compare
themselves with the models in the media may provide a more accurate
understanding of how magazines relate to acceptance of sociocultural values
toward appearance.
Researchers also could investigate further the confusing results that
some participants with low acceptance of sociocultural values toward
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appearance seemed to compare themselves with the thin-ideal and have
increased weight concern after doing so. Participants with low acceptance of
sociocultural values are assumed to have low investment in looking like the thinideal and should not have had increased weight concern. Follow-up interviews
should be included to help clarify the social comparison processes that are
occurring. Some possible questions to explore in a follow-up interview include
whether viewing thin-ideal models leads to weight comparison, whether they feel
they want to look like thin-ideal models and how come, what makes them
compare to thin-models, if they do, what do they think the results of the
comparison are, and what would it take to not compare themselves to models in
the media. The interviews also could investigate further what participants
themselves think about the addition of large-size models in the media in
qualitative terms.
Besides a follow-up interview, using different or multiple measures in
future research may also clarify how come participants with a low investment in
sociocultural values seemed to compare themselves to the thin-ideal.
Researchers might consider using different types of measures for weight
concern, including self-report, to obtain a more complete picture. Researchers
are al$0 encouraged to further examine the SATAQ measure. The statements
on the SATAQ, like "Women who appear in TV shows and movies project the
type of appearance that I see as my goal," may reflect values participants think
they have and not necessarily how participants actually behave in their lives.
For instance, participants who disagree with the above statement may in fact
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restrict their food intake on a daily basis. Therefore, the participants may not
think they value looking like the thin-ideal but may be practicing the value in their
daily lives. The practicing of values by participants could be more important
than participants' perceptions of their values in terms of determining how weight
concern is influenced by media images and sociocultural values.
Lastly, future researchers can investigate numerous variables that
moderate and mediate the effects of exposure to thin-ideal models and weight
concern such as peer group and family influences, self-esteem, values toward
appearance, therapy, education, body dissatisfaction and importance in one's
life of non-appearance related goals. Although many women are exposed to
thin-ideal models and various other messages in the media that promote a thinideal body type, only a few women develop increased weight concern and an
eating disorder. The moderating and mediating variables are vital to explaining
what leads to some women being affected by media images.
Conclusions
The media set the standard for what the ideal body image of women
should be, and many women strive to look like these images however unrealistic
they may be. Comparison with thin-ideal images in the media can leave women
feeling inadequate. Some women respond by repeatedly dieting and then failing
in their dieting attempts due to genetics or due to trying to reach goals that are
often unrealistic and unhealthy. Repeated dieting has been shown to lead to the
development of an eating disorder (Pol ivy & Herman, 1985).
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The increased risk for college women developing an eating disorder
(Halmi, Falk, & Schwartz, 1981) and the tendency to compare themselves with
models in the media (Richins, 1991) suggests a need to look closer at the effects
media-body images have on college women. A variety of studies have found
that after viewing thin-ideal models, women have greater dissatisfaction with
their bodies, increased depression and decreased confidence (Heinberg &
Thompson, 1995; Irving, 1990; Stice & Shaw, 1994). In comparison to viewing
thin-ideal models, some women who view average to large-size models report
greater self-attractiveness, greater self-esteem and decreased weight concern
(Crouch & Degelman, 1998; Morse & Gergen, 1970; Posavac et al., 1998). The
opposing effects after exposure to thin versus large-size models suggests a
need to change images in the media to represent a more average, healthy
female body type. The current findings, however, can not lead to the conclusion
that thin-ideal models should be replaced by large-size models. While in theory
changing thin-ideal models to large-size models may benefit all women in the
long term by changing sociocultural values, without further research, it can not
be known whether this theory would remain true in practice.
What can be concluded is that some women have increased weight
concern after viewing thin-ideal models and some after viewing large-size with
thin-ideal models, depending on their level of acceptance of SATAQ. The
current findings make it clear that some women will not benefit from the addition
of large-size models in the short-term. Therapy and early education should be
used to actively prevent and change the way women are affected by media-body
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images. It is also clear that future research is needed to clarify the relationship
between media images, SATAQ and weight concern. Future research is also
needed to examine whether changing media-images can in the long term
actually change the social standard of beauty and, therefore, change women's
values and perceptions of themselves as inadequate.
The battle against women not accepting their bodies and is complex and
needs to be fought with multiple strategies. Changes in the media should lead
to changes in sociocultural values, but the process will be a gradual one and
needs to be further researched. In the meantime, therapeutic interventions and
educational prevention programs can be used for women to feel good about and
accept their bodies and their weights.
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"Thank you for giving me some of your time today. I am here to recruit
female participants between the ages of 18 and 25 for the study I am doing. The
study has two parts. The purpose of the first part is to examine the relationship
between college students' beliefs and their consumer preferences. The purpose
of the second part is to examine female students' general body image
development. The approximate time commitment is 30 to 45 minutes. During
this time you will complete three questionnaires and rate your preference for a
product as you view it on a video. You will receive extra credit for participating.
If you would like to participate, then please write your name and phone number
on the paper being passed around. I will be calling you within a week to
schedule a time for you to participate."
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Consent Form for Study
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Consent Form
Purpose and Background
Ms. Julianna Lyell, a graduate student in the School of Education at the
University of San Francisco, is doing a study on female college students' beliefs
and their consumer preferences and on female college students' general body
image development.
I am being asked to participate because I am a female and am attending
college.
Procedures
If I agree to participate in this study, the following will happen:
1) I will complete a short questionnaire giving basic information about
me, including age, race, height, weight, and which magazines I read.
2) I will complete a short questionnaire on my beliefs about various types
of media.
3) I will view slides and rate them on a scale of 1 to 5 for my preference
for the product.
4) I will complete a questionnaire on college students' general body
image development.
5) I will complete in free response form what I think each study is
investigating.
6) I will listen to the investigator's debriefing after I have completed
participating in the study.
Risks and/or Discomforts
1) It is possible that some of the questions on the questionnaires may
make me feel uncomfortable, but I am free to decline to answer any questions I
do not wish to answer or to stop participation at any time.
2) Participation in research may mean loss of confidentiality. Study
records will be kept as confidential as is possible. No individual identities will be
used in any reports or publications resulting from the study. Study information
will be coded and kept in locked files at all times. Only personnel will have
access to the files.
Benefits
There will be no direct benefit to me from participating in this study. The
anticipated benefit of this study is a better understanding of female college
students' beliefs and consumer preferences and of female college students'
general body image development.
Costs/Financial Considerations
There will be no financial costs to me as a result of taking part in this
study.
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Payment/Reimbursement
I will not receive any direct compensation for my participation in this
study. If I am in an EPS 101 class, then I may receive enrichment credit for
participating if I also answer the enrichment activity questions given to me by my
instructor.
Questions
I have talked to Ms. Lyell about this study and have had my questions
answered. If I have further questions about the study, I may call her at----. If I
would like to know the results of the study, then I can either let Ms. Lyell know
before I leave today or call her at a later time, and she wiU send me a copy of the
results. The chair of her dissertation can also be contacted by mail at ------ or by
phone at--. I can also contact Ms. Lyell's NAU faculty sponsor by mail at ---or by phone at ------.
If I have any questions or comments about participation in this study, I
should first talk to the researcher. If for some reason I do not wish to do this, I
may contact the University of San Francisco IRBPHS office, which is concerned
with protection of volunteers in research projects. I may reach the IRBPHS
office by calling ----- and leaving a voice mail message, by a-mailing -----, or by
writing to the IRBPHS, -----------. I can also contact the ----- IRB at -------- if I
have questions regarding the conduct of the project or questions pertaining to
my rights as a participant in this study ..
Consent
I have been given a copy of the "Research Subject's Bill of Rights"
and I have been given a copy of this consent form to keep.
PARTICIPATION IN RESEARCH IS VOLUNTARY. I am free to decline to
be in this study, or to withdraw from it at any point. My decision as to whether or
not to participate in this study will have no influence on my present or future
status as a student or employee at my college.
My signature below indicates that I agree to participate in this study.

Subject's Signature

Date of Signature

Signature of Person Obtaining Consent

Date of Signature
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Demographic Questionnaire
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The purpose of the following questions is to help us understand the
characteristics of the participants in the study. Please answer them honestly
and remember that all information provided will be kept confidential.
1)
Please write the names of the magazines you read in the lines provided
below. Next to the line, please circle an answer for how many times a month you
read the magazine.
How Many Times Per Month You Read It

Magazine
a) one

b) two

c) three

d) four

e) more

a) one

b) two

c) three

d) four

e) more

a) one

b) two

c) three

d) four

e) more

a) one

b) two

c) three

d) four

e) more

a) one

b) two

c) three

d) four

e) more

3)

What is your weight?
(estimate if unknown)

4)

What is your height?

5)

What is your ethnic background?

6)

What is your age?
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Fashion Preference Questionnaire
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Please answer the following questions after each slide. You will be given 15
seconds after each slide to do so.

FOR SLIDE ONE

Agree

Disagree

I would buy that outfit.

1

2

3

4

5

I would wear that outfit.

1

2

3

4

5

I would buy that outfit but not in that color.

1

2

3

4

5

My friends would not buy that outfit.

1

2

3

4

5

FOR SLIDE TWO

Agree

Disagree

I would buy that outfit.

1

2

3

4

5

I would wear that outfit.

1

2

3

4

5

I would buy that outfit but not in that color.

1

2

3

4

5

My friends would not buy that outfit.

1

2

3

4

5

FOR SLIDE THREE

Agree

Disagree

I would buy that outfit.

1

2

3

4

5

I would wear that outfit.

1

2

3

4

5

I would buy that outfit but not in that color.

1

2

3

4

5

My friends would not buy that outfit.

1

2

3

4

5

Agree

FOR SLIDE FOUR

Disagree

I would buy that outfit.

1

2

3

4

5

I would wear that outfit.

1

2

3

4

5

I would buy that outfit but not in that color.

1

2

3

4

5

My friends would not buy that outfit.

1

2

3

4

5
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Disagree

Agree

FOR SLIDE FIVE
I would buy that outfit.

1

2

3

4

5

I would wear that outfit.

1

2

3

4

5

I would buy that outfit but not in that color.

1

2

3

4

5

My friends would not buy that outfit.

1

2

3

4

5

Disagree

Agree

FOR SLIDE SIX
I would buy that outfit.

1

2

3

4

5

I would wear that outfit.

1

2

3

4

5

I would buy that outfit but not in that color.

1

2

3

4

5

My friends would not buy that outfit.

1

2

3

4

5

Disagree

Agree

FOR SLIDE SEVEN
I would buy that outfit.

1

2

3

4

5

I would wear that outfit.

1

2

3

4

5

I would buy that outfit but not in that color.

1

2

3

4

5

My friends would not buy that outfit.

1

2

3

4

5
Disagree

Agree

FOR SLIDE EIGHT
I would buy that outfit.

1

2

3

4

5

I would wear that outfit.

1

2

3

4

5

I would buy that outfit but not in that color.

1

2

3

4

5

My friends would not buy that outfit.

1

2

3

4

5
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FOR SLIDE NINE
~

Disagree

Agree

would buy that outfit.

1

2

3

4

5

I would wear that outfit.

1

2

3

4

5

I would buy that outfit but not in that color.

1

2

3

4

5

My friends would not buy that outfit.

1

2

3

4

5

FOR SLIDE TEN

Agree

Disagree

I would buy that outfit.

1

2

3

4

5

I would wear that outfit.

1

2

3

4

5

I would buy that outfit but not in that color.

1

2

3

4

5

My friends would not buy that outfit.

1

2

3

4

5
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Car Preference Questionnaire
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Please answer the following questions after each slide. You will be given 15
seconds after each slide to do so.

FOR SLIDE ONE

Disagree

Agree

I would buy that car.

1

2

3

4

5

I would drive that car.

1

2

3

4

5

I would buy that car but not in that color.

1

2

3

4

5

My friends would not buy that car.

1

2

3

4

5

Disagree

Agree

FOR SLIDE TWO

I would buy that car.

1

2

3

4

5

I would drive that car.

1

2

3

4

5

I would buy that car but not in that color.

1

2

3

4

5

My friends would not buy that car.

1

2

3

4

5

Disagree

FOR SLIDE THREE

Agree

I would buy that car.

1

2

3

4

5

I would drive that car.

1

2

3

4

5

I would buy that car but not in that color.

1

2

3

4

5

My friends would not buy that car.

1

2

3

4

5

Disagree

FOR SLIDE FOUR

Agree

I would buy that car.

1

2

3

4

5

I would drive that car.

1

2

3

4

5

I would buy that car but not in that color.

1

2

3

4

5

My friends would not buy that car.

1

2

3

4

5
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Disagree

Agree

FOR SLIDE FIVE
I would buy that outfit car.

1

2

3

4

5

I would drive that car.

1

2

3

4

5

I would buy that car but not in that color.

1

2

3

4

5

My friends would not buy that car.

1

2

3

4

5

Disagree

Agree

FOR SLIDE SIX
I would buy that car.

1

2

3

4

5

I would drive that car.

1

2

3

4

5

I would buy that car but not in that color.

1

2

3

4

5

My friends would not buy that car.

1

2

3

4

5

Disagree

FOR SLIDE SEVEN

Agree

I would buy that car.

1

2

3

4

5

I would drive that car.

1

2

3

4

5

I would buy that car but not in that color.

1

2

3

4

5

My friends would not buy that car.

1

2

3

4

5

Disagree

FOR SLIDE EIGHT

Agree

I would buy that car.

1

2

3

4

5

I would drive that car.

1

2

3

4

5

I would buy that car but not in that color.

1

2

3

4

5

My friends would not buy that car.

1

2

3

4

5
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FOR SLIDE NINE

Disagree

Agree

I would buy that car.

1

2

3

4

5

I would drive that car.

1

2

3

4

5

I would buy that car but not in that color.

1

2

3

4

5

My friends would not buy that car.

1

2

3

4

5

FOR SLIDE TEN

Disagree

Agree

I would buy that car.

1

2

3

4

5

I would drive that car.

1

2

3

4

5

I would buy that car but not in that color.

1

2

3

4

5

My friends would not buy that car.

1

2

3

4

5
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Manipulation Check
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Please write what you think the purpose of the first part of the study was:

Please write what you think the purpose of the second part of the study was:
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APPENDIXG
Script for Introduction to the Study
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"Thank you for coming today. You will be completing a total of 4
questionnaires and rating your preference for products after you view each on
the video. The first two questionnaires and the product rating are for the first part
of the study on the relationship between college students' beliefs and their
consumer preferences. The third questionnaire is for a second part of the study
on college students' general body image development. Please make sure you
do not speak to the other participants in the room during the study. I have given
each of you a material packet. The packets contain all the questionnaires and
rating sheets that you will be using during the study. Go ahead, open the large
envelope, and take out the smaller envelopes inside. Find the envelope labeled
"A" and set the other envelopes in the upper left corner of your desk. Keep the
larger envelope on the floor. You will be able to put your completed
questionnaires in it as we go along. Do not open the other envelopes until I ask
you. Now go ahead and open envelope "A". This is the consent form. Please
feel free to raise your hand if you have any questions while reading it. You will
have a copy to take home, and the copy has my phone number on it if you find
you have questions later. We will start the study once everyone has read and
signed the consent form".
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APPENDIXH
Purpose Statement
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"Thank you for participating today. This study was investigating how
large-size and thin-ideal models in the media affect women's concern about
weight. In addition, it was looking at the interaction between women's
acceptance of sociocultural values toward appearance, media-body images and
women's weight concern. To adequately investigate these topics, you were
given a more general description of the purpose for the study. Research has
shown that exposure to thin-ideal images in the media causes women to feel
negatively about themselves. Your participation today is greatly appreciated
and will benefit our knowledge about how media images and sociocultural values
toward appearance affect women. In the future, we hope that media images can
be changed so that women no longer have to view images that make them feel
negatively about themselves. Please do not speak to anyone about the details
of the study for two months as the study is still being conducted with other
participants".
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APPENDIX I
Debriefing Statement
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"Thank you for participating today. This study was investigating how
large-size and thin-ideal models in the media affect women's concern about
weight. In addition, it was looking at the interaction between women's
acceptance of sociocultural values toward appearance, media-body images and
women's weight concern. To adequately investigate these topics, you were
given a more general description of the purpose for the study. Research has
shown that exposure to thin-ideal images in the media causes women to feel
negatively about themselves, and therefore some of you may have found
yourself thinking negatively about yourself. If you leave here today and continue
to feel disturbed, counseling is available at the NAU Counseling and Testing
Center (Building 26A; 520-523-2261 ). In addition, if you find you have questions
later, you may contact Ms. Lyell at the Counseling and Testing Center at 5232261. The chair of her dissertation, Terence Patterson, EdD, can also be
contacted by mail at the USF Counseling Psychology Department, School of
Education, 2130 Fulton Street, San Francisco, CA 94117 or by phone at 415422-2124. You can also contact Ms. Lyell's NAU faculty sponsor, Laura Lyn,
PhD, by mail at the NAU Counseling and Testing Office, Box 6045, Flagstaff, AZ
86011-6045 or by phone at 520-523-2261.
Your participation today is greatly appreciated and will benefit our
knowledge about how media images and sociocultural values toward
appearance affect women. In the future, we hope that media images can be
changed so that women no longer have to view images that make them feel
negatively about themselves. Please do not speak to anyone about the details
of the study for two months as the study is still being conducted with other
participants."
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Script for the Pilot Study
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"Hello. I am here to conduct a pilot study for those of you who choose to
participate. The pilot study is needed to help me decide what pictures of models
I will be using in an experiment on media-body images, sociocultural values, and
the weight concern of women. I only want to use overweight and underweight
models that are attractive. Participation will only take about 15 minutes of your
time. You will watch a 7-minute videotape that shows slides of 40 pictures of
models. Each model is shown for 15 seconds, during which you will rate the
model on two statements. The statements deal with weight and attractiveness. I
am handing out the consent form with the rating sheet you will use. Although
your participation will be greatly appreciated, there will not be any consequences
for deciding not to participate. Please read and sign the consent form if you
would like to participate. I will begin the videotape once everyone has had a
chance to do that."
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APPENDIXK
Consent Form for the Pilot Study
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Consent Form
Purpose and Background
Ms. Julianna Lyell, a graduate student in the School of Education at the
University of San Francisco, is doing a study on media-body images and how
they affect women's concern about weight. In addition, she is also examining
the interaction between acceptance of sociocultural values toward appearance,
media-body images and women's weight concern. This is a pilot test to help
develop the images that will be used in the study. Images are needed that
represent both thin-ideal and large-size models.
Procedures
If I agree to participate in this pilot test, the following will happen:
1) I will rate pictures of models on a rating scale from one to five for
attractiveness and weight. This will take approximately 15 minutes.
Risks and/or Discomforts
1) It is possible that some of the questions on the questionnaires may
make me feel uncomfortable, but I am free to decline to answer any questions I
do not wish to answer or to stop participation at any time.
2) Participation in research may mean loss of confidentiality. Study
records will be kept as confidential as is possible. No individual identities will be
used in any reports or publications resulting from the study. Study information
will be coded and kept in locked files at all time. Only personnel will have
access to the files.
Benefits
There will be no direct benefit to me from participating in this pilot test.
The anticipated benefit of this pilot test is the development of slides to be used
in a study on how media-body images and sociocultural values toward
appearance affect women's concern with weight.
Costs/Financial Considerations
There will be no financial costs to me as a result of taking part in this
study.
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Payment/Reimbursement

There will be no payment or reimbursement for participating in this pilot
test.
Questions

I have talked to Ms. Lyell about this study and have had my questions
answered. If I have further questions about the study, I may call her at ------. If I
would like to know the results of the study, then I can either let Ms. Lyell know
before I leave today or call her at a later time, and she will send me a copy of the
results.
If I have any questions or comments about participation in this pilot study,
I should first talk with the researchers. If for some reason I do not wish to do
this, I may contact IRBPHS, which is concerned with protection of volunteers in
research projects. I may reach the IRBPHS office by calling------ and leaving a
voicemail message, by a-mailing -------, or by writing to the IRBPHS, -------.
Consent

I have been given a cop of the "Research Subject's Bill of Rights" and I
have been given a copy of this consent form to keep.
PARTICIPATION IN RESEARCH IS VOLUNTARY. I am free to decline to
be in this pilot test, or to withdraw from it at any point. My decision as to whether
or not to participate in this study will have no influence on my present or future
status as a student or employee at USF.
My signature below indicates that I agree to participate in this study.

Subject's Signature

Date of Signature

Signature of Person Obtaining Consent

Date of Signature
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MODEL RATING SHEET
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Instructions: Following are two questions about weight and attractiveness that
need to be answered for each model. Please circle the number that best fits
how thin and how attractive you think each model is, according to the definitions
provided.
Definitions:
Example of How to Rate Models on Thinness:
1 (Very Underweight) = 5 feet 6 inches tall and between 75-1 00 pounds
3 (Normal Weight)= 5 feet 6 inches tall and between 125-150 pounds
5 (Very Overweight) = 5 feet 6 inches tall and between 175-200 pounds.
Example of How to Rate Models on Attractiveness:
1 (Very Attractive)= Radiant skin tone, very well-groomed, weight proportionate
to body build, appears full of energy
3 (Average)= Clear skin tone, neatly groomed, weight somewhat proportionate
to body build, appears to have average energy
5 (Very Unattractive)= Dull skin tone, poorly groomed, weight very out of
proportion to body build, appears to have no energy
Model1
1) How thin is this
model?

2) How attractive
is this model?
Model2
1) How thin is this
model?

2) How attractive
is this model?

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Overweight

Normal
Weight

2

3

4

Very
Unattractive

Average

2

3

4

Normal
Weight

2

3
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3

5
Very
Overweight

4

5
Very
Unattractive

Average

2

5

4

5

Model3
1) How thin is this
model?

2) How attractive
is this model?

Model4
1) How thin is this
model?

2) How attractive
is this model?

ModelS
1) How thin is this
model?

2) How attractive
is this model?

Model&
1) How thin is this
model?

2) How attractive
is this model?

Model7
1) How thin is this
model?

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Overweight

Normal
Weight
2

3

4

Very
Unattractive

Average
2

3

4

3

4

3

4

Normal
Weight
2

3

3

4

3

4

3

4
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3

5
Very
Unattractive

4

Normal
Weight
2

5
Very
Overweight

Average
2

5
Very
Unattractive

Normal
Weight
2

5
Very
Overweight

Average
2

5
Very
Unattractive

Average
2

5
Very
Overweight

Normal
Weight
2

5

5
Very
Overweight

4

5

2) How attractive
is this model?

ModelS
1) How thin is this
model?

2) How attractive
is this model?

Model9
1) How thin is this
model?

2) How attractive
is this model?

Model10
1) How thin is this
model?

2) How attractive
is this model?

Model11
1) How thin is this
model?

2) How attractive
is this model?

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

4

Very
Unattractive
5

4

Very
Overweight
5

4

Very
Unattractive
5

4

Very
Overweight
5

4

Very
Unattractive
5

4

Very
Overweight
5

4

Very
Unattractive
5

4

Very
Overweight
5

4

Very
Unattractive
5

Average
2

3
Normal
Weight

2

3

Average
2

3
Normal
Weight

2

3

Average
2

3
Normal
Weight

2

3

Average
2

3
Normal
Weight

2

3

Average
2
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3

Model12
1) How thin is this
model?

2) How attractive
is this model?

Model13
1) How thin is this
model?

2) How attractive
is this model?

Model14
1) How thin is this
model?

2) How attractive
is this model?

Model15
1) How thin is this
model?

2) How attractive
is this model?

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Overweight

Normal
Weight
2

3

4

Very
Unattractive

Average
2

3

4

Normal
Weight
2

3

3

4

3

4

3

4

3

4
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3

5
Very
Overweight

4

5
Very
Unattractive

Average
2

5
Very
Unattractive

Normal
Weight
2

5
Very
Overweight

Average
2

5
Very
Unattractive

Normal
Weight
2

5
Very
Overweight

Average
2

5

4

5

Model16
1) How thin is this
model?

2) How attractive
is this model?

Model17
1) How thin is this
model?

2) How attractive
is this model?

Model18
1) How thin is this
model?

2) How attractive
is this model?

Model19
1) How thin is this
model?

2) How attractive
is this model?

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Overweight

Normal
Weight
2

3

4

Very
Unattractive

Average
2

3

4

3

4

3

4

Normal
Weight
2

3

3

4

3

4
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3

5
Very
Overweight

4

5
Very
Unattractive

Average
2

5
Very
Unattractive

Normal
Weight
2

5
Very
Overweight

Average
2

5
Very
Unattractive

Average
2

5
Very
Overweight

Normal
Weight
2

5

4

5

Model20
1) How thin is this
model?

2) How attractive
is this model?

Model21
1) How thin is this
model?

2) How attractive
is this model?

Model22
1) How thin is this
model?

2) How attractive
is this model?

Model23
1) How thin is this
model?

2) How attractive
is this model?

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Overweight

Normal
Weight
2

3

4

Very
Unattractive

Average
2

3

4

3

4

3

4

Normal
Weight
2

3

3

4

3

4
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3

5
Very
Overweight

4

5
Very
Unattractive

Average
2

5
Very
Unattractive

Normal
Weight
2

5
Very
Overweight

Average
2

5
Very
Unattractive

Average
2

5
Very
Overweight

Normal
Weight
2

5

4

5

Model24
1) How thin is this
model?

2) How attractive
is this model?

Model25
1) How thin is this
model?

2) How attractive
is this model?

Model26
1) How thin is this
model?

2) How attractive
is this model?

Model27
1) How thin is this
model?

2) How attractive
is this model?

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Overweight

Normal
Weight
2

3

4

Very
Unattractive

Average
2

3

4

3

4

3

4

3

4

3

4

Normal
Weight
2

3
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3

5
Very
Overweight

4

5
Very
Unattractive

Average
2

5
Very
Unattractive

Average
2

5
Very
Overweight

Normal
Weight
2

5
Very
Unattractive

Average
2

5
Very
Overweight

Normal
Weight
2

5

4

5

Model28
1) How thin is this
model?

2) How attractive
is this model?

Model29
1) How thin is this
model?

2) How attractive
is this model?

Model30
1) How thin is this
model?

2) How attractive
is this model?

Model31
1) How thin is this
model?

2) How attractive
is this model?

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Overweight

Normal
Weight
2

3

4

Very
Unattractive

Average
2

3

4

3

4

3

4

Normal
Weight
2

3

3

4

3

4
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3

5
Very
Overweight

4

5
Very
Unattractive

Average
2

5
Very
Unattractive

Normal
Weight
2

5
Very
Overweight

Average
2

5
Very
Unattractive

Average
2

5
Very
Overweight

Normal
Weight
2

5

4

5

Model32
1) How thin is this
model?

2) How attractive
is this model?

Model33
1) How thin is this
model?

2) How attractive
is this model?

Model34
1) How thin is this
model?

2) How attractive
is this model?

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Model35

Very
Underweight

1) How thin is this
model?

1

2) How attractive
is this model?

Very
Attractive
1

Very
Overweight

Normal
Weight
2

3

4

Very
Unattractive

Average
2

3

4

3

4

3

4

Normal
Weight
2

3

3

4

3

4
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3

5
Very
Overweight

4

5
Very
Unattractive

Average
2

5
Very
Unattractive

Normal
Weight
2

5
Very
Overweight

Average
2

5
Very
Unattractive

Average
2

5
Very
Overweight

Normal
Weight
2

5

4

5

Model36
1) How thin is this
model?

2) How attractive
is this model?

Model37
1) How thin is this
model?

2) How attractive
is this model?

Model38
1) How thin is this
model?

2) How attractive
is this model?

Model39
1) How thin is this
model?

2) How attractive
is this model?

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Underweight
1

Very
Attractive
1

Very
Overweight

Normal
Weight
2

3

4

Very
Unattractive

Average
2

3

4

3

4

3

4

Normal
Weight
2

3

3

4

3

4
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3

5
Very
Overweight

4

5
Very
Unattractive

Average
2

5
Very
Unattractive

Normal
Weight
2

5
Very
Overweight

Average
2

5
Very
Unattractive

Average
2

5
Very
Overweight

Normal
Weight
2

5

4

5

Model40
1) How thin is this
model?

2) How attractive
is this model?

Very
Underweight
1

Very
Attractive
1

Very
Overweight

Normal
Weight
2

3

4

Very
Unattractive

Average
2
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3

5

4

5
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A pilot study allows investigators to pretest something before doing the
actual study. Today's pilot study was to pretest the images of thin and large-size
models that will be used in the actual study to make sure that people other than
the investigator agree that the selected images appear to be thin and large-size.
The actual study will be an experiment investigating how images of large-size
and thin models affect women's concern about weight.
Thanks for your participation today. You participation will help to further
the knowledge in the psychological field of how media-body images affect
women. The results from the final study will be used to help clients that are
dealing with weight concern and eating disorder issues in therapy. In addition,
the results will be used to create prevention programs for eating disorders.
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The Impact of Sociocultural Attitudes Toward Appearance and MediaBody Images on Women's Concern About Weight

This study examined how college women's weight concern
was affected after viewing large-size models and thin ideal with largesize models and neutral images, and investigated whether women's
level of acceptance of sociocultural values toward appearance would
interact with images that could potentially influence weight concerns.
The research employed an experimental design with two independent
variables, media-body image viewed and amount of acceptance of
sociocultural values toward appearance (SATAQ). The dependent
variable was weight concern. Participants were 61 college women
from a 4-year university in the Western United States. They
completed a demographic questionnaire, the SATAQ, a rating
questionnaire, and the Body Esteem Scale. They also viewed a video
of slides.
The results showed that participants' weight concerns did not
vary by media-body image condition. Viewing of specific images did
not influence participants' weight concern scores. The results showed
a main effect for SATAQ and weight concern. Individuals with a low
acceptance ofSATAQ had lower weight concern on average than
those with a high SAT AQ score. The results also showed an

interaction between media images seen and SAT AQ on weight
concern. After viewing large-size models only, participants with low
SATAQ scores had the lowest weight concern on average, whereas
participants with high SATAQ had the highest weight concern on
average. After viewing neutral images and images of thin and large
models, participants with low SATAQ had higher average weight
concern scores. Participants with a high acceptance of SATAQ had
lower weight concern. Participants' weight concerns were affected
differently depending on their level of SATAQ and the image that they
viewed.
Changing models in magazines from thin to large-size will
benefit some women, while others will have increased weight concern.
Continued prevention and education around media-body images and
their effects on women are highly recommended. In addition,
therapeutic techniques should be used to help women feel better about
themselves and their bodies. Future research directed toward a better
understanding of social comparison and the effects of media-body
images and SATAQ on weight concern is also advised.
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